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by Michael Porter 


ine stress problems encountered 

in North Coast, California vine- 

yards late in the season are 

frequently misdiagnosed. A mis- 

diagnosed problem cannot be 
effectively treated. 

For example, you’ve made it through 
budbreak, frost, bloom, and veraison. 
The crop looks good as you tour the 
vineyard a couple of weeks before har- 
vest, but then you notice some leaves 
turning yellow. Or maybe you have a 
problem with slow ripening or high pH 
fruit. Maybe the vines are suffering from 
“stress.” But what’s the real problem? 
What's causing the stress? What should 
you do? 

Too often people assume the above 
symptoms (or others) of vine stress re- 
sult from water deficit and irrigate, but 
lack of water may not be the problem at 
all. With grapevines, as always in biol- 
ogy, it is useful to take in the big picture 
— to step back and recognize that any 
problems are part of a complex web of 
interaction of many diverse factors. The 
real cause of the symptoms may not be 
simple to find, and the solution might 
not be obvious, but once you've figured 
out the cause, the solution you apply is 
much less likely to compound your dif- 
ficulties! 

Late season symptoms in North Coast 
vineyards often fall into three general 
groups: visual foliar “stress,” slow rip- 
ening/delayed harvest, and high pH 
fruit/wine. These symptoms have sev- 
eral possible causes, but in each case, we 
have a tendency to blame one cause and 
treat for it. As a result, the true problem 
goes uncorrected, and the vines suffer 
the consequences of unnecessary — 
sometimes harmful — treatment. 


Foliar stress symptoms 

Few commonly used terms in viticul- 
ture are in greater need of clarification 
than “stress.”” The word is most often 
used when some leaves turn prematurely 
yellow, usually after veraison (but some- 
times before). The possible causes of the 
symptom are many: insufficient soil 
moisture, excessive soil moisture promot- 
ing root pathogens, potassium deficiency, 
salt or boron toxicity, or phylloxera, to 
name a few. Too often they get lumped 
together as having one likely cause — soil 
moisture deficit stress." 


Dealing wi 
ate-season 
Vine stress 
problem 


The fact that many people assume 
that vine stress is synonymous with a 
soil moisture deficit may be due to the 
history of viticulture research and train- 
ing in California. In the San Joaquin and 
southern desert valleys, where most viti- 
culture research has been done, the most 
common kind of stress may well be 
moisture deficit. But in the North Coast, 
it is just one of many kinds of stress, and 
it’s not the most common. 

Therefore, irrigating in response to 
stress symptoms is appropriate to com- 
modity viticulture in the San Joaquin 
and southern desert valleys, but it 
should be considered carefully before 
being applied in cooler and higher-rain- 
fall regions, particularly when the goal 
is producing fine wine. 

Misdiagnosis of the source of foliar- 
stress symptoms often leads to inappro- 
priate action. At best, the nostrum may 
be of psychological benefit to the 
grower, but only a bandaid for the 
vines. At worst, one can do significant 
harm. (Irrigating stress symptoms 
caused by root pathogens, such as phy- 
topthora, pythium, or verticillium, is 
like putting out a fire with gasoline!) 

The cause of stress symptoms must be 
discovered in order to determine appro- 


'For background and some detail on these issues, 
read the first three articles in this series in PWV: 
“Soil Origin” in March/April ‘94, “Soil Fertility 
and Vine Nutrition” in May/June ‘94, and “Soil 
Moisture and Water Management” in March/April 
“95. Lucie Morton and Richard Smart are also rec- 
ommended reading. 


priate action. This means confirming 
one (or more) basic cause(s) and ruling 
out others. Diagnosis should be based 
on observation and/or analysis (as op- 
posed to speculation). Untangling a 
knotty problem can be difficult. 

Beware of the quick fix. Unfortu- 
nately, all too often, someone unfamiliar 
with a vineyard arrives on the scene and 
reaches a quick diagnosis based on su- 
perficial evidence. It is difficult to diag- 
nose stress symptoms based on one 
visit. How the stress pattern develops 
can be diagnostic of the cause. While vi- 
sual symptoms sometimes point to an 
obvious cause, just as often they are am- 
biguous, pointing to several possibili- 
ties. When in doubt, use analysis and 
observation. 


Appropriate diagnoses 

To diagnose the cause of nutrient 
problems, soil and tissue analysis are ex- 
cellent tools when combined with ob- 
serving foliar symptoms. However, 
neither lab results nor visual observa- 
tions are sufficiently reliable to be used 
alone. Labs can make mistakes, and 
their interpretive standards are typically 
based on Thompson seedless — which 
is particularly inappropriate with regard 
to potassium and magnesium for fine 
wine grapes in the North Coast. 

Too little or too much soil moisture 
can be a problem, but looking at the soil 
surface provides minimal information. 
You must actually check soil moisture in 
the root zone when problems arise 
(if not sooner!). Monitoring moisture at 
different depths over time, a neutron 
probe provides excellent information. 
For spot checking, the minimal test re- 
quires a shovel, a backhoe or auger 
would be better (to determine the loca- 
tion of the root zone). 

Diagnosing root pests and pathogens 
normally requires sampling roots on 
problem vines (with the possible excep- 
tion of young vines damaged by go- 
phers). In the North Coast, phylloxera is 
a common root pest that can often be di- 
agnosed this way. 

Of the root pathogens, oak-root fun- 
gus can sometimes be diagnosed in the 
field. It produces a white fuzzy coating 
easily visible on the roots and a charac- 
teristic fresh mushroom odor. Where 
vine symptoms suggest possible infec- 
tion with phytopthora, pythium, or ver- 
ticillium, fresh samples are best 
delivered to a pathology lab for culture 
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and identification. Among above- 
ground pathogens, eutypa and Pierce’s 
disease are often recognizable on-site. 
On the other hand, you will likely need 
help from the pathology lab to confirm 
botryodiplodia, and possibly for pho- 
mopsis on shoots and petioles. 


Slow ripening/delayed harvest 

Factors affecting the rate of ripening 
include crop and canopy management, 
LRV, weather, soil moisture, and mineral 
nutrition. Thinning the crop at veraison 
or later can help compensate for the prob- 
lem, but throwing away fruit has an eco- 
nomic down-side that is difficult to 
ignore. Diagnosing and correcting the 
source of the problem is generally prefer- 
able to dropping grapes on the ground. 

Problems arising from poor canopy 
microclimate have been thoroughly dis- 
cussed by Richard Smart and need not 
be repeated here. The desert shade trel- 
lis (the three-wire T trellis designed to 
shade fruit from the burning desert sun, 
which fosters mildew and botrytis in the 
North Coast region) should not have 
been adopted as the “standard” in the 
North Coast. Its problems are exacer- 
bated by over-stimulation with irriga- 
tion and application of nitrogen, as well 
as the use of ‘kicker’ canes above the 
main fruit zone. Severe hedging and leaf 
pulling, however, can also inhibit ripen- 
ing by leaving too little leaf surface area 
in proportion to crop load. 

Leaf-roll virus has long been known 
to inhibit normal ripening, and more re- 
cently mealy bugs have been identified 
as a vector. Fortunately one can test for 
LRV, and when it’s confirmed, can re- 
move diseased vines. 

Unfortunately, many people choose to 
assume LRV is present because of foliar 
symptoms, which can be misleading 
(see sidebar on young vines). 

Other problems do look like LRV and 
can be tested for. (Testability is basic to 
scientific methods; untestability is more 
in the realm of religion. Those having 
faith in unconfirmable conjectures 
should recognize the thin ice on which 
they skate.) 


Potassium deficiency 

The most common North Coast prob- 
lem visually mistaken for LRV is potas- 
sium deficiency, with phosphorous 
deficiency a distant second. The prob- 
lem is often primary, resulting from low 
soil K and/or very high magnesium. We 
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have been successful in rescuing some 
vineyards from the bulldozer by correct- 
ing the nutrient problem and watching 
the “virus” symptoms disappear. 

K deficiency is also often secondary; 
that is, it is frequently caused by root 
damage (e.g., very wet soil, phylloxera, 
phytopthora) or xylem blockage (see 
sidebar on young vines). As before, fix- 
ing the problem requires that the cause 
be correctly diagnosed. There are no 
“standard” actions, no panaceas. 

Potassium deficiency is often misdiag- 
nosed as soil moisture deficit. This often 
occurs where K deficiency has been 
wrongly ruled out — typically by a lab 
or advisor relying on criteria established 
for Thompson Seedless — or where no 
analysis has been done at all! 

Those relying on desert commodity 
nutrient criteria routinely rely on desert 
commodity irrigation criteria, too, 
which can be summarized by “when in 
doubt, drown ‘em out.” (In fact, it 
would be just as inadvisable to adopt a 
prohibition on late irrigation.) 

The decision to apply water late in the 
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season (or not to) should be made ona 
site-specific basis, based on analysis of 
available soil moisture, crop load, peti- 
ole K/Mg, the weather, wine style /mar- 
ket niche, and so on, and may change 
from year to year. In any case, curing 
your vines’ K deficiency, if they are de- 
ficient will go a long way toward reduc- 
ing the “need” for late-season irrigation. 


Weather 

Excessive soil moisture available to 
vines late in the season also delays rip- 
ening. Inappropriate irrigation may be 
the problem yet again, but natural 
causes could be the problem, too. In 
some years, a sudden and dramatic 
cooling of the weather (often accompa- 
nied by cloud cover and some rain) 
leaves many North Coast grapes hang- 
ing on the vine, gaining sugar at a 
snail’s pace. This typically happens 
some time in October and is a particular 
nuisance when it is early in the month 
(1994) or when most vineyards are late 
due to a cool, wet spring (1991). 

In vineyards where this occurs nearly 
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every year, however, we typically find 
one or more other problems: high water 
table, poor canopy, over-irrigation, LRV, 
and so on. Where these other potential 
problems have been addressed, one can 
expect to be caught by the changing sea- 
sons less often and for the effects to be 
less severe. 


High pH 

Much has been said and written about 
the problems associated with high pH 
fruit and wine, somewhat less about 
how they come about and how to avoid 
the problem. 

Unusually slow ripening (discussed 
above) can lead to high pH, as the nor- 
mal rise in pH and associated decline in 
titratable acidity (TA) are not balanced 
by a commensurate increase in sugars. 
Conversely, a too-rapid rise in pH, due 
to excessive accumulation of K ions in 
the fruit, can outpace the gain in sugars. 
(We should note that both can occur si- 
multaneously.) The latter subject de- 
serves closer examination and, perhaps, 
more research. 

Many people are familiar with Roger 
Boulton’s work on the subject, especially 
regarding the movement of K ions into 
the fruit and substitution for H ions, re- 
sulting in a drop in TA and rise in pH. 
Far fewer have heard that the study 
vines were subjected to severe moisture 
deficit — to the point of defoliation. 

As the vines underwent premature se- 
nescence (leaves turned yellow and fell 
off), K was moving out of the leaves at 
an abnormal pre-harvest rate, with 
some of it ending up in the fruit. Many 
people have come to view K as the 
source of the problem, but I am con- 
vinced that K movement into the fruit is 
secondary to the premature senescence. 
Had the leaves stayed green and re- 
mained on the vines, far less K would 
have ended up in the grapes! 

Consider for a moment Richard 
Smart’s work with dense, shaded cano- 
pies. He observed that interior leaves re- 
ceiving too little light turned yellow and 
fell off — and in the process moved K 
back into the vine, some of which ended 
up in the fruit, resulting in undesirable 
high pH. 

It would be incorrect to blame the 
problem on K, as it is merely a link in 
the shade/senescence/K mobilization/ 
high pH process, but it is not the origin 
of the problem. High fruit K and pH are 
effects — leaf senescence due to shading 
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or water stress is the cause! 

What the two above problems have in 
common is premature senescence of 
leaves, leading to increased mobilization 
of K out of the leaves and into the fruit 
and, ultimately, to high pH fruit and 
wine. I propose that the problem is pre- 
mature leaf senescence and that K is 
guilty only by association! High wine K 
and pH are symptoms of a more com- 
plex process; K is not the culprit but 
rather one link in a web of interactions. 

I have analyzed bloom and veraison 
petioles and observed foliar appearance, 
then compared them with fruit/must 
pH in many North Coast vineyards for 
a number of years. The results are quite 
intriguing. 

Contrary to the simple model that high 
vine K causes high wine pH, we have ob- 
served little direct correlation between 
those two variables. In fact, the most 
problematic, high pH vineyards com- 
monly have moderate to low petiole K. 

More significantly, these high pH 
vines usually have very low K/Mg ra- 
tios and show post-veraison K defi- 
ciency symptoms including 
premature senescence! Though it 
sounds counter-intuitive, low vine K 
(relative to Mg) can result in high fruit 
K, hence high wine pH. In such a case, 
improving vine K/Mg status can help 
avoid premature leaf senescence, result- 
ing in a lower wine pH. (For more on 
K/Mg ratios, see PWV, May/June 1994.) 

The eminent biologist Garrett Hardin 
long ago noted that, “Counter-intuitive 
solutions are common when we are 
dealing with biological problems.” Of 
course, the best place to do field trials is 
in your own vineyard. 


A word of caution 

If your vines show pre-harvest yellow- 
ing due to moisture deficit (a la Roger 
Boulton) or dense shade (a la Richard 
Smart), increasing the vine K content 
could easily result in more K being 
moved into the fruit and higher wine pH. 
If your vines experience premature senes- 
cence for any reason other than low K/ 
Mg status, adding K could backfire. 

If your vineyard has a low K/Mg 
status and high vigor on a San Joaquin 
“shade trellis,” you should fix the de- 
ficiency and the canopy! Adding K 
and keeping the shade could make 
things worse — and serve to propa- 
gate the mistaken notion that “K is 
bad for wine pH.” a 


Michael Porter has worked as a winemak- 
ing assistant, and as a research assistant at 
Crocker Nuclear Lab, UC Davis while study- 
ing Physics at Cal State University-Chico, 
followed by a masters degree in Earth Sciences 
from Chico. He has taught geology, meteorol- 
ogy, oceanography, physics, and astronomy in 
junior colleges. Since 1984, he has worked 
with Bob Uttermohlen to provide soil fertility, 
vine nutrition, and water management con- 
sulting services. 
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VARIETAL REVIEW 


SEMILLON ‘@ CHARDONNAY 


A unique balance 


by Eleanor & Ray Heald 


emillon-Chardonnay is a unique 

balancing act between two sympa- 

thetic varieties gaining complexity 

from each other. This Australian 

original is garnering new domestic 
fans. PWV discovers this and more in its 
first review of Semillon-Chardonnay 
blends. 

“We've not sat down formally and ana- 
lyzed where Semillon-Chardonnay 
blends originated and why,” commented 
Australian-born Daryl Groom, wine- 
maker for Geyser Peak Winery in 
Geyserville, CA. He suggested, however, 
that it is probably an outgrowth of ge- 
neric white Burgundy style wines that 
took well to oak and were very popular 
in Australia in the 1970s. 

“Back then, it was uncommon to plant 
Chardonnay in Australia,” he continued. 
“Semillon was blended with other white 
wines. They were never barrel-fer- 
mented, but the blend did get oak age- 
ing.” 

Groom recalled that the trendiness of 
Chardonnay in California began to be 
noticed in Australia. In the late 1970s and 
early 1980s, when Chardonnay began to 
be planted in Australia, demand in the 
marketplace far outweighed what was 
being grown. “Australian producers be- 
gan to look for compatible varieties to 
blend with Chardonnay to make a Char- 
donnay-like wine” he explained. 
“Semillon was a natural. Blending white 


varietals was an accepted and successful 
practice in Australia.” 

As the decade of the 1980s dawned, 
Australian producers realized the excep- 
tional compatibility of Semillon and 
Chardonnay. “Not only was it a good 
wine, but since Chardonnay was in de- 
mand, the price was high (about $1,200/ 
ton) and Semillon (at $400 to $500/ton) in 
the blend lowered the overall price per 
bottle,” Groom noted. “The Australian 
consumer liked the wine and the price. 
The blend took off. 

“As Australian producers discovered 
the most flavorful blend had a higher 
percentage of Semillon (about 60%), the 
blend was labeled Semillon-Chardonnay. 
Today, each major Australian producer 
has a Semillon-Chardonnay blend.” 


Blending decisions 

“At Geyser Peak, we didn’t set out 
with the thought of a 75% Semillon, 25% 
Chardonnay blend,” Groom reported. “It 
has, however, turned out to be that as we 
strive for a consistently-styled product. 
We thought we’d change the blend every 
year, but now we tend to pick blending 
lots to match the percentages.” 

Geyser Peak sources Semillon from 
Livermore Valley. Chardonnay may 
come from Russian River Valley or Alex- 
ander Valley. Four out of five years, it 
has been the latter. “Semillon drives the 
blend,” Groom admitted. “The reason is 
not a winemaking decision, it is a market- 
ing decision.” 

Columbia Crest winemaker Doug 
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Gore’s blend has always been 70% 
Semillon and 30% Chardonnay. “We too, 
said we'd evaluate every year, but we al- 
ways come back to 70/30,” he remarked. 
“We're comfortable with that, but we’re 
not definitively set at those numbers.” 

From Livermore, CA, Fenestra 
Winery’s winemaker Lanny Replogle re- 
ported that in the first year, 1992, he 
made a 50/50 blend. In 1993, he liked 
60/40, Semillon/Chardonnay. “Part of 
what I’m trying to do is keep the Char- 
donnay character from dominating,” he 
contended. “I like Semillon and want 
those flavors in ascendancy. As I gain 
more experience, I may change the 
blend.” 

“When I look back now, I have to ad- 
mit that Semchard at Geyser Peak was 
more a market-driven product than a 
winemaking product,” Groom revealed. 
“We were the first winery in California to 
produce the blend and with Geyser 
Peak’s jagged history, we wanted to pro- 
duce a wine that was unique. We were 
aiming at wine writer and consumer in- 
terest.” 

Groom explained that in 1990, when 
the winery looked at categories in wine 
competitions, there wasn’t one where a 
60/40 blend could be entered. There was 
no Semillon-Chardonnay class and the 
wine would have forced entry into a ge- 
neric white category. “Winning here 
would not have made a new statement or 
given Geyser Peak a new image,” he ac- 
knowledged. 

“That was the driving decision to make 
a 75/25 blend. With that ratio, we could 
enter a varietal Semillon class. That, as it 
turns out, was a wise decision. Now, all 
of the major wine competitions have a 
Semillon-Chardonnay class.” 

Winemaker Brian Carter, Washington 
Hills (Sunnyside, WA), is not set on a par- 
ticular blend-ratio. The blend has varied 
from 32% to 46% Chardonnay. “We opt 
for flexibility depending on a given vin- 
tage,” Carter maintained. 

Carter explained that when he makes 
the final blend, Semillon dominates. Af- 
ter six months in the bottle, however, 
Chardonnay aromatics begin to show 
more. 


Marketing 

“Frequently, when I pour at consumer 
tastings, people will come up and ask, 
‘can I try your Chardonnay?’” Carter 
commented. “It seems like consumers 
don’t even see the word Semillon on the 


label. I know this offers an educational 
opportunity, but the remark tells you 
what the consumer sees first when look- 
ing at a label.” 

Carter went on to relate that some 
people take to an educational opportu- 
nity, but others say, “O.K, this is really a 
Chardonnay that has some Semillon in 
it.” They are still focusing on the Char- 
donnay aspect and that’s all they want to 
know. Other consumers will inquire, “Is 
Semillon a grape?” 

In wine shops nationally, Columbia 
Crest Marketing Director Katie Sims 
seeks shelf placement of Semillon-Char- 
donnay next to the array of Chardonnays. 
She reported good super market sales 
and pours by-the-glass in restaurants. 
Groom agreed. 

Participants pointed to the value/price 
ratio as attracting consumers. “We could 
make a better blend if we wanted to drive 
up the price,” Groom suggested. “But 
that’s not the objective. Semillon-Char- 
donnay is a price-driven blend. In the 
Geyser Peak line, the U.S. consumer is 
not going to see this wine top $10.” 

When Geyser Peak introduced 
Semchard, it was priced higher than the 
Chardonnay. “We were pitching it as 
Geyser Peak’s queen of the whites,” 
Groom reported. “While we had success 
with reviews, the wine did not take off 
the way we wanted. We faced reality. 
On the shelf in major markets, Geyser 
Peak was $8 to $9-and Columbia Crest 
was $5. We've now made it a price- 
driven product and taken price decreases 
on it.” 

Gore said that Semillon-Chardonnay 
has seen significant movement in major 
national markets, but it has not done 
much in secondary markets. 


Important parameters 

“In shaping the best blend, the key is 
Semillon with elevated acidity and low 
pH,” Gore contended. “Chardonnay 
should be just the reverse. This combina- 
tion gives the wine early drinkability.” 

What about residual sugar? “We put it 
in there with grape concentrate,” Groom 
says. “We want 0.4RS. Our targeted 
market prefers a softer wine.” 


Vineyard elements 

At the suggestion of David Forsyth, 
winemaker at The Hogue Cellars 
(Prosser, WA), PWV asked participants 
the following question. What are the 
three most important elements you look 


for in vineyard site and vineyard man- 
agement when choosing a Semillon and/ 
or Chardonnay vineyard? 

Forsyth answered the question with 
the primary consideration of heat units of 
the site being compatible with ripening 
the variety. He also cited control of 
canopy growth through proper pruning; 
water and fertilization management, and 
canopy manipulation if necessary. 

If a winery purchases grapes, Forsyth 
suggested a third important consider- 
ation: hooking up with a grower who is 
truly interested in producing quality 
grapes while making, at the same time, a 
reasonable return on the investment. 

Other participants suggested southern 
exposure for both varietals; balanced crop 
load; hillside location; good drainage; 
Wente clone, and older vineyard sites 
with deep gravelly soils for Semillon. 

In reading reports that follow, you will 
discover other points of view with refer- 
ence to style and cellar decisions dictating 


style. 


$e 


Columbia Crest Winery 
Paterson, WA 
Doug Gore, winemaker 
Blend: 70% Semillon, 30% Chardonnay 


Style 

In 1989, Columbia Crest became the 
first U.S. winery to make and release 
Semillon-Chardonnay. The wine is delib- 
erately styled to match Northwest U.S. 
fresh fish and shellfish. 

It is desired that Semillon dominate the 
blend, but Chardonnay should balance 
the mid-palate. Some barrel fermentation 
and ageing character shows through 
generous fruit yielding a wine that ap- 
peals to a broad range of consumers. 
Gore said a Semillon-Chardonnay blend 
should not be an acquired taste. 

Gore believes that Semillon is a supe- 
rior white wine in Washington’s Colum- 
bia Valley, but on its own, it is a hard sell. 
“Semillon takes to barrel fermentation 
and ages as well as or better than Char- 
donnay,” he maintains. “A blend of 
Semillon and Chardonnay is an 
avenue to showcase Semillon.” Addi- 
tionally, Gore noted that unique blends 
attract more knowledgeable consumers. 

In the wine’s youth, citrus characters 
dominate the aroma and Chardonnay is 
frequently overwhelmed. Flavors are 
predominantly citrus with Chardonnay 
adding a solid mid-palate and overall 
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length. As the wine matures, fig elements 
are revealed in the aroma, citrusy compo- 
nents decrease and the wine becomes 
more Chardonnay-like. 


Winemaking 

Chardonnay and Semillon fermenta- 
tions are started in both new French oak 
barrels and tank with Prise de Mousse 
yeast. Inoculation with MCW malolactic 


bacteria is done at the end of primary fer- 
mentation to achieve 25% malolactic fer- 
mentation (MLF) in the blend. 

The barrel fraction (about 20% of the 
blend), is aged on gross lees, stirred 
weekly in the first two months and twice 
monthly for the remaining two months. 
The tank portion is aged on light lees. 

A first SO, addition of 35ppm is made 
once MLF is complete. In barrel, free SO, 


PROBLEM: Need more oak? 
But not more barrels. 


solution: World Cooperage Company’s 
“Tank Stave System” 


lost in older cooperage. 


oak replacements. 
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Lebanon, MO 65536 
Phone: 417-588-4151 
Fax: 417-588-3344 


1 
gam 
ARES 


Napa Valley 

4391 Broadway 

American Canyon, CA 94589 
Phone: 707-644-2530 

Fax: 707-644-8218 
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is maintained at 20ppm. Components are 
blended prior to stabilization and the 
wine is bottled in late winter or early 
spring with 0.65TA, 3.2pH, and 0.45RS. 


ate 


Fenestra Winery 


Livermore, CA 
Lanny Replogle, winemaker 


Blend: 68% Semillon, 32% Chardonnay 
Proprietary name: Semonnay 


Style 

Making a serious wine blend using 
methods employed for Chardonnay, such 
as barrel fermentation, lees contact and 
new French oak, is Replogle’s aim. “I 
don’t want Chardonnay to dominate 
over the Semillon,” he reported. 

Replogle makes a Semillon-Chardon- 
nay blend because he likes it and believes 
there is a market niche for it. He hopes 
that wine writers will come to recognize 
its merit and give it some publicity soon. 

Striving to make a wine with melon, 
sage, and French oak aromas along with 
generous flavors and a full body is the 
main goal. 


Winemaking 

Chardonnay juice is barrel-fermented 
in 4 new and *% two-year-old French oak 
(principally Vosges and some Allier). 
Semillon is aged in 100% new French oak 
of similar mix. Both wines are aged on 
gross lees and stirred twice monthly for 
six months. Neither wine undergoes 
MLF. 

First SO, addition of 40ppm is made 
one week after fermentation. In barrel, 
free SO, is maintained at 30ppm. In 
April, one month before bottling, the 
components are blended. The bottled 
wine has a pH of 3.35 and 0.10 RS. 


% 


Geyser Peak Winery 
Geyserville, CA 
Daryl Groom, winemaker 
Blend: 75% Semillon, 25% Chardonnay 
Proprietary name: Semchard 


Style 

The wine is broadly Chardonnay style 
with emphasis primarily on fruit rather 
than oak, lees ageing, or MLF characters 
Groom said. Because the varieties are 
compatible, one aim is to produce a 
unique blend for an alternative to varietal 
Chardonnay. 
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The use of Semillon enables the wine to 
be sold at a lower price point, but still 
producing a wine of quality and flavor. 
Fruit salad characteristics are predomi- 
nant with lemon and slight seaweed type 
aromas. Flavors are full, rich, and soft 
with fruit salad elements and melon char- 
acteristics. 

As the wine ages it develops a honeyed 
fruit character and becomes rounder and 
softer on the palate. 


Winemaking 

To reduce the level of solids, 50% of the 
juice is whole-cluster pressed. If neces- 
sary, acid correction is made to 0.65TA. 

Chardonnay is inoculated with PDM 
and transferred to half new and half 1.5- 
year-old American oak barrels for a 10- 
day fermentation. Inoculation with Simi 
ML strain is made at 5° Brix. Wine ages 
on gross lees, stirred every two to four 
weeks, for a total of 3 months. 

Once MLF completes, a first SO, addi- 
tion of 20ppm is made. In barrel, free SO, 
is maintained at 10ppm. 

Semillon is produced in tank and not 
aged in oak, nor does it age on the lees. A 
blend is made one month before bottling. 
At bottling, the TA is 0.63 with 3.3pH, 
and 0.4RS. 


Se 


The Hogue Cellars 
Prosser, WA 
David Forsyth, winemaker 
Blend: 68% Semillon, 32% Chardonnay 


Style 

Hogue style Semillon-Chardonnay is 
striving to hit a balance between the posi- 
tive elements of the two components. In 
Forsyth’s opinion, one variety should not 
dominate the blend. 

Semillon offers mouthfeel creami- 
ness, structure, and firmness. Chardon- 
nay contributes exotic fruit, melony 
aromas and flavors along with richness. 
Because of its higher flavor profile and 
rich mouthfeel, Chardonnay can easily 
dominate. 

When proportioned correctly, the 
blend offers the best of both varieties. It 
is an opportunity to shift consumers from 
Chardonnay to Semillon, which on its 
own produces a great wine which is un- 
derrated in the consumer’s mind. 

Hogue’s Semillon-Chardonnay show- 
cases melon, pear, lime, juicy fruit, vanilla 
and spicy-oak aromas. Flavors are mir- 
rored with the addition of fig. 


Winemaking 

Chardonnay and Semillon are tank 
fermented with Prise de Mousse yeast. 
It is fermented warm at 58° to 60°F to 
accentuate and develop ripe pear and 
melon flavors of the varieties. Char- 
donnay is aged on yeast lees only. 
Semillon is aged in new American oak 
for 30 to 45 days. Forsyth maintains 
that this short duration is sufficient to 


pick up spice and oak character adding 
interest and structure to the wine. 

Periodically, a barrel-aged fraction of 
Semillon is tasted with the Chardonnay 
tank fraction to check overall blend bal- 
ance. 

Some ML bacteria is added to a fraction 
of the Chardonnay lots in response to the 
quality of the fruit in a given vintage. 
Overall, MLF in Chardonnay varies from 
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20% to 60% from year to year. 

Semillon does not undergo MLF. 
Forsyth believes it is unnecessary since 
Semillon has a natural creamy mouthfeel. 

After the first post-fermentation rack- 
ing, SO, is added to 0.7 to 0.8 molecular. 
Semillon goes to barrel one month after 
fermentation. In barrel, free SO, levels 
are maintained at 0.8 molecular. The 
wine is unfined (except for bentonite). 

Wine is blended 4-6 weeks before bot- 
tling which is done six months post fer- 
mentation at 0.68TA, 3.5pH, and less than 
0.15RS. 


% 


Konocti Winery 
Kelseyville, CA 
John Clews, winemaker 
Blend: 60% Semillon, 40% Chardonnay 


Style 

Semillon contributes natural richness, 
fig-like aromas, and herbal-lemon flavors 
to the blend. Chardonnay adds freshness 
and crisp acidity. The blend overall has 
a hint of oak character (from barrel-fer- 
mented Chardonnay) that adds a finish- 
ing touch of class to a wine that is fruity 
and refreshing. 


Winemaking 

The Chardonnay is partially tank-fer- 
mented and partly barrel-fermented 
and the Semillon is tank-fermented 
with Epernay II ADY at 50°F for 21 
days. After juice lees filtering, Char- 
donnay acidity is adjusted to 0.7 TA 
and Semillon to 0.65 TA. 

On tank-fermented lots, SO, is added 
shortly after primary fermentation is 
completed. With barrel-fermented Char- 
donnay, the SO, is adjusted only after 
blending. 

Components are blended shortly be- 
fore stability testing and bottling. In the 
bottle, TA is 0.62 with 3.28 pH, and 0.4RS. 


ae 


Mitchelton 
Mitchellstown, Victoria, Australia 
Don Lewis, winemaker 
Blend: 70% Semillon, 30% Chardonnay 


Style 

The stated goal is simple and straight- 
forward: to add further dimension to two 
wines, which individually can be fruity, 
soft, and early drinking. Lewis also cites 
that the blend is a marketable concept for 
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two varieties that gain complexity from 
each other in a blend. 

Aromas are peachy and slightly herbal 
with hints of spice. Flavors are round 
with generous fruit sweetness to fill out 
the middle palate and provide a good lift 
on the finish in a wine that is designed for 
current drinking. 


Winemaking 

Grapes are crushed with a small SO, 
addition and the juice is acidulated to 
0.75 TA. Inoculation with PDM is made 
in tank. At 14.5° Brix, Chardonnay is 
transferred to a mix of barrels ranging 
one to two-years-old. The wine is aged 
on unstirred gross lees four months. An 
SO, addition is made after fermentation. 

Semillon completes tank fermentation 
at 54°F in 20 days. 

A blend of components is made after 
cold stabilization, usually four weeks be- 
fore bottling in August (of the same year 
as harvest). At bottling TA is 0.68 with 
3.3pH, and 0.4 RS. A final SO, addition 
is made prior to bottling to achieve a 
maximum of 100ppm total SO, in bottle. 


Penfolds Wines 
Nuriootpa, South Australia 
John Duval, winemaker 
Blend: 70% Semillon, 30% Chardonnay 


Style 

Drinkability is the essence of the style. 
The wine is full-bodied and dry with bal- 
anced oak and fruit complexity. Ageing 
in a combination of French and American 
oak offers an ideal complement to the 
fruit. One-half of the wine is barrel-aged. 

Semillon has dry straw aromas with 
lemon-citrus character. Chardonnay 
comes across peachy and melony with 
some buttery overtones. The lemon- 
citrusy Semillon fruit is enhanced by the 
fuller-bodied Chardonnay flavors. 

Chardonnay is rich and honeyed. It 
contributes soft, pleasant palate sensa- 
tions. Chardonnay’s influence adds a 
balanced, full-bodied, sweet buttery fla- 
vor enhancing the Semillon fruit. 


Winemaking 

The juice is acidulated to 0.75 TA. Fer- 
mentation is started in tank with liquid 
796 and EC1118 yeast cultures transferred 


at 10° Brix to a mix of 5% new and 45% © 


one and two-year-old American and 
French oak. About 75% of barrels are in- 
oculated for MLF at 2° Brix. 


Chardonnay wine ages on unstirred 
gross lees for four months. Once MLF 
completes, the first SO, addition of 
30ppm is made. In barrel, free SO, level 
is maintained at 5ppm. The wine is 
racked twice. 

A similar regime is carried out for 
Semillon except 35% undergoes MLF and 
50% is aged on unstirred gross lees. 

Components are blended eight weeks 
before bottling which is done in Septem- 
ber of the same year as harvest. At bot- 
tling, TA measures 0.69 with 3.2pH, and 
4g/LRS. 


% 


Rosemount Estate 
Denman, New South Wales, Australia 
Philip Shaw, winemaker 
Blend: 65% Semillon, 35% Chardonnay 


Style 

In blending Semillon and Chardonnay, 
Rosemount is aiming to support the skel- 
etal, youthful nature of Semillon which 
has strong varietal herbaceous characters 
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and great length. Chardonnay is round 
and mouthfilling, but requires the firm- 
ness of oak tannin to support and fill in 
the somewhat boney characters of a 
young Semillon. 

Semillon offers structure and length to 
the blend while Chardonnay gives rich- 
ness and fruit flavor, to the mid-palate in 
particular, which to some degree substi- 
tutes for age and oak tannin characters. 

In aroma, Semillon-Chardonnay (espe- 
cially from Australia) should be light 
with green herbaceous, obvious Semillon 
character supported by a sweet, melony 
character from Chardonnay with extra 
complexity and depth supported by oak. 

The blend should have freshness and 
depth, yet firm and herbaceous from 
Semillon with a rich, firm mid-palate. 
The wine should be well integrated fin- 
ishing crisp and clean. 

Discussing maturity, Shaw notes that 
Semillon, particularly in the Hunter Val- 
ley, is extremely long-lived, developing 
complexity and harmony with five to 10 
years age. Chardonnay allows the 
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Semillon to be much more approachable 
as a young wine. Most years, this wine 
will be excellent as a young wine, but will 
age and complex to be at its best as a 
three to 10-year-old wine. 


Winemaking 

Fermentation is started in both tank 
and average three-year-old American oak 
barrels. Part of the lot undergoes MLF 
naturally. After racking off the yeast lees, 
Chardonnay is barrel aged for three to 
nine months. 

Semillon is tank-fermented and not 
transferred to oak for ageing. Uninten- 
tionally, some lots may go through MLF. 

A blend of components is made just 
before bottling about six months follow- 
ing harvest. 


ae 


Washington Hills 
Sunnyside, WA 
Brian Carter, winemaker 
Blend: 64% Semillon, 36% Chardonnay 


350 Morris Street, Suite E 
Sebastopol, CA 95472 
Telephone: (707) 823-2883 
Telefax: (707) 823-6954 


Style 

The aim is to produce a wine with 
moderate complexity, combining the 
best element of Semillon and Chardon- 
nay. As such, it is an excellent compan- 
ion to a wide variety of foods. 

As a blended wine, it offers elements 
not found in either wine alone. It also 
provides Chardonnay-like elements at a 
lower price than Washington Hills 
Chardonnay. 

Pear-apple aromas from Chardonnay 
pair with melon and fennel from 
Semillon. In youth, Semillon flavors 
predominate with clean, fresh, me- 
dium-body fruit and a noticeable hint 
of herbs in the finish. After one year 
and up to two, Chardonnay tends to 
become more dominant. 


Winemaking 

Sixty percent whole clusters are 
pressed. After 72 hours settling, juice is 
inoculated with PDM and is tank fer- 
mented. Eighty percent of the Char- 


KLR MACHINES, INC. 
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Telephone: (607) 776-4193 
Telefax: (607) 776-9044 


donnay lot completes MLF done with a 
variety of strains after primary fermen- 
tation completes. 

The Chardonnay lot ages on gross 
lees, stirred monthly, for six months. 
After MLF, SO, is added at 60ppm. 

Semillon is tank-processed and 
blended with Chardonnay. The blend 
is transferred to 90% new American oak 
barrels for one month. In barrel, free 
SO, level is maintained at 0.8 molecular. 
The wine is racked once. 

Bottling is in May with a TA of 0.52, 
3.29pH, and 0.2RS. Oo 


PWV thanks Geyser Peak Winery, 
Geyserville, CA for hosting the discussion/ 
tasting and the following winery representa- 
tives for attending: Doug Gore and Katie 
Sims, Columbia-Crest Winery, Patterson, 
WA; Lanny Replogle, Fenestra Winery, 
Livermore, CA; Daryl Groom, Mick 
Schroeter, and Mike Draxton, Geyser Peak 
Winery; Brian Carter, Washington Hills, 
Sunnyside, WA. 
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In Sem/Chard food matches, 


take a DIRECT approach 


by Eleanor & Ray Heald 


ou won't find any surprises on 

the plate detracting from a dish 

at Napa Valley’s Meadowood 

Resort because executive chef 

Roy Breiman’s food is very direct. 
“When you order figs, you get figs, per- 
fect figs,” he states emphatically. “When 
you order Sea Bass Seasoned with Bay 
Leaves that’s exactly what you get. My 
approach is also direct when it comes to 
pairing wine and food.” 

Breiman’s direct approach appealed 
to PWV, and we asked Chef Roy to ad- 
dress his California culinary spirit and 
French training to the task of matching 
Semillon-Chardonnay blends with 
some interesting foods. 

Breiman, 33, a California native has de- 
veloped a fondness for the foods of 
France’s Provence region. He has worked 
in the kitchen at the Hotel Negresco in Nice 
and Le Chateau Eza in Eze Village. Both 
are two-star Michelin restaurants. 


Playing on sweetness 

Breiman considers Semillon-Char- 
donnay a big, bold wine. While each of 
the Semillon-Chardonnays tasted in the 
varietal review (see page 12) generally 
had the same percentages of Semillon 
and Chardonnay, the regional differ- 
ences are clear for Breiman. 

“Overall, it’s power-packed and not a 
dream wine to match with food,” he notes. 
“Except for the Rosemount, which I found 
to be balanced, the high-toned acidity of the 
other wines stands out. Therefore, you need 
food that’s fresh with obvious natural 
sweetness to mellow them out. The wine’s 
impact in the mouth requires this.” 

Semillon-Chardonnay can therefore 
stand alone with simply prepared steamed 
crab fresh from the shell, because of the 
natural sweetness in crab meat. He points 
out that for the same reason, lobster and the 
white meats, veal, chicken, pork and 
rabbit are also good matches. 

Breiman might enhance a crab dish 


with a mixture of sweeter vegetables, 
such as celery, carrots, fresh shallots, 
chives, and diced tomato with very little 
preparation. Preparing a mille feuille and 
spreading a crab/vegetable mixture be- 
tween the layers is one of his suggestions. 
“Chardonnay matches easily with lob- 
ster,” Breiman says. “Since the texture of 
Semillon-Chardonnay blends comes across 
the palate Chardonnay-like, lobster works 
well. In the recipe for the Medallions of 
Lobster, I incorporate fresh baby green peas 
to play up sweet notes and cut the sharp- 
ness of a Semillon-Chardonnay blend.” 
Breiman suggests stuffing a veal loin 
with a wild mushroom mousse and 
wrapping it in bacon for roasting. Bacon 
contributes smokiness and simulta- 
neously keeps the meat moist during 
cooking. “Smokiness adds another di- 
mension to the wine and accents the 
Semillon nicely,” he explains. “The 
mushroom mousse helps to develop an 
impression of creaminess for the wine.” 
He recommends the wild mushroom 
mousse as a complement to rabbit, also. 
Keeping vegetarian preferences in mind, 
Breiman prepares a wild mushroom, arti- 
choke, and caramelized onion strudel. Each 
vegetable is cooked separately (because 
each takes a different amount of time to 
properly caramelize) with generous 
amounts of fresh thyme and is incorpo- 
rated in the strudel mixture after cooking. 
Artichokes in this preparation do not 
make the Semillon-Chardonnay blends 
taste steely or metallic, but the wine is 
perceived as leaner and more elegant in 
the mouth. 


Forget the old rules 

Artichokes are maligned by some as a 
mismatch with wine. “The more we experi- 
ment with wine and food harmonies, the 
more we learn that ingredients that were 
considered unfriendly to wine are not re- 
ally,” Breiman points out. “There’s nothing 
that doesn’t go anymore if it’s prepared cor- 
rectly. It all depends on the proper blend of 
proven techniques and ingredients. There 
are no written rules anymore.” 
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Breiman notes that the artichoke principle 
applies to tomatoes, an often objectionable 
pairing because of high acidity. At 
Meadowood, a number of different tomato 
preparations are made: fresh diced, house 
oven-dried tomatoes, chopped and 
cooked in a ragout with garlic and herbs. 
The latter is served with Rouget, a Medi- 
terranean fish, and Breiman considers 
this a good harmonizer for Semillon- 
Chardonnay. Also included are black ol- 
ives and capers to showcase Breiman’s 
Provencal cooking preferences. 

“Tf the tomato preparation is balanced 
and doesn’t rely solely on the tomato, it will 
be a winning success,” Breiman comments. 
He demonstrates this with house oven- 
dried tomatoes, which retain moistness and 
offer a better texture in the mouth for a 
white wine. Flavored with fresh thyme and 
bay leaf, this tomato combination is a supe- 
rior match with Semillon-Chardonnay. 

“It goes for me,” Breiman says. “It’s 
difficult to explain why, but everything’s 
perfect — flavor, texture, and balance. 
The wine does not overpower the food. 
They both meet each other about mid- 
point. This is a perfect accent on a plate 
for Semillon-Chardonnay.” 


Grilling 

Grilling is not Breiman’s cooking pref- 
erence, but he does suggest that the type 
of vegetable grilled for caramelization 
and sweetness makes a difference in cre- 
ating the best match for Semillon-Char- 
donnay. “The flavor of grilling on prop- 
erly chosen vegetables, meat, or fish will 
hold up well against the wine,” he says. 
“With grilling, both the food and wine 
come across with bold, strong flavors. 
This would make an exciting lunch — a 
wakeup call at mid-day.” 

Chef Roy Breiman offers the following reci- 
pes as good matches with a wide variety of 
Semillon-Chardonnay blends. 


Medallions of Lobster with Baby 
Green Peas and Truffled Macaroni 
(serves four) 

Ingredients: 
4 lobsters (14 lb in size) 
2 lbs fresh green peas 
(removed from pods) 
‘4 Ib dry Italian macaroni (cooked 
in salted boiling water until tender) 
‘2 cup beef bouillon or veal stock 
'2 cup shaved parmesan 
2 carrots (diced) 
2 onions (diced) 
2 bay leaves 
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'2 bunch fresh thyme 
4 sprigs basil 
1 head garlic (diced) 


1 cup Semillon-Chardonnay wine 


1 tablespoon tomato paste or 


fresh tomato 
¥, truffle, sliced thin 


’2 cup whipped cream (optional) 


2 tablespoons butter 


'2 tablespoon olive oil 


Portrait of the Artist’s Mother (detail) by Albrecht Diirer dated 1514. 


We hunt and buy oak the way many grandmothers would shop 
for peaches. We’re called StaVin, and in our journeys deep into the 

heart of France, through the ancient forests of Loches, Nevers & 
Lemans we’ve found the creme de la creme of mature French oak. 
The selected timber we treat like a food, from our strict toasting 
process, after centuries old tonnelier methods, down to the way we 


French oak and the various wine tank and barrel infusion 
systems we’ve designed to compliment it. 


et 


. 


Or please write us at: StaVin Incorporated, Post Office Box 1693, Sausalito, California 94966 U.S.A. 


— vacuum seal the finished product. Please telephone us at 
CraVin (415) 331-7849 for further information on our premium 


Progression: 

Make court bouillon. Next, boil lobsters 
in bouillon for approximately four to five 
minutes. Remove from liquid and set aside 
until cool. Remove meat from lobsters ex- 
cept claws, and cut tail meat into medal- 
lions. Refrigerate medallions and claws. 
Save lobster carcass for sauce. Cook maca- 
roni in salted boiling water until fully 
cooked. Cook green peas in salted boiling 
water until fully cooked. 


For Sauce: Brown lobster carcasses in 
sauce pot with 14 tablespoon olive oil. Add 
diced carrots, onion, garlic, thyme, and to- 
mato paste. Deglaze with white wine. Re- 
duce liquid by half. Cover mixture with 
water and cook slowly for 45 to 60 minutes. 
Strain. Place sauce into small sauce pot and 
bring to a boil. Mix butter, cream, and 
sauce in blender. Set aside. 

For Macaroni: Reduce bouillon or veal 
stock by one half. Add cooked macaroni, 
sliced truffle and shaved parmesan. Re- 
move from heat. 

Presentation: 

Reheat lobster in 475°F oven. Place me- 
dallions in half circle with claws at top of 
plate. Place macaroni between the claws, 
add a bit more shaved parmesan and sliced 
truffle on top. Saute green peas in a little 
butter and place peas along the outside of 
the lobster medallions. Spoon sauce over 
medallions and claws. Garnish with a sprig 
of basil. Serve immediately. 


Prawn Salad with Roasted 
Peppers & Marinated Fennel 
(serves four) 

Ingredients: 

12 medium-sized prawns 

1 roasted bell pepper 

1 fennel bulb (cut in quarters) 

6 oz. baby spinach 

1 bunch chives (cut in 2-inch pieces) 

5 sprigs parsley 

1 shallot (chopped) 

4 oz. black Nicoise olives (pitted) 

6 oz. olive oil; 2 oz. for cooking 

and 4 oz. for fennel 

3 oz. Balsamic vinegar 

salt and pepper 

For Fennel: Combine fennel with 4 oz. 
olive oil. Cook over low heat until fennel 
is tender, approximately 12 to 15 minutes. 
Remove fennel from oil and pat dry with 
paper towels. 

Preparation: 

Clean prawns, cut in half, season with 
salt and pepper and place in refrigerator. 

Wrap red pepper in aluminum foil and 
place in 500°F oven with a little 
olive oil and salt. Bake for approximately 
15 to 20 minutes. Remove skin and chop in 
%2 inch cubes. 

Combine spinach, parsley, chives, shal- 
lots, olives, roasted pepper, fennel, salt 
and pepper ina large mixing bowl. 

With remaining olive oil, saute prawns 
at a high temperature watching closely not 
to overcook. Before removing, deglaze 
pan with Balsamic vinegar. 

Add contents of pan to bowl of herbs 
and mix thoroughly. Check seasoning 
and serve immediately. a 


by the glass or by the bottle... 


No matter how large or small your packaging 
needs, California Glass can meet them. We 
offer both domestic and imported bottles; 
plastic containers; metal and plastic closures; 
pilfer-proof metal closures for wine bottles; 
wine corks; metal foil, polylaminate and 
plastic capsules; case-seal and label adhesives: 
and domestic and imported stemware. 


CALIFORNIA 
GLASS 
COMPANY 

155 98th Avenue 
Oakland, CA 94603-1003 


Telephone: (510) 635-7700 
Fax: (510) 635-4288 
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by Dick Naylor, President 
Naylor Wine Cellars, York, PA 


or most of us starting out in the 
wine business, our first concerns 
are a building, equipment needed, 
a vineyard or source of grapes, 
and then getting the wine on the 
sales counter as quickly as possible. 

In the beginning, we don’t give much 
attention to some of the most important 
aspects of operating a profitable and 
successful business. Our location may 
leave much to be desired. Our labels 
may not convey a positive message. 
Our wine’s quality and style may not 
satisfy potential customers. We may not 
know how to attract customers in the 
first place. 

Some of us fall by the wayside; some 
hang on by continuing to treat the win- 
ery as a hobby, pumping our savings 
and all our time into keeping it afloat. 
Then there are those of us who ask 
questions of ourselves and others, travel 
to other wineries and observe, read ev- 
erything about the business we can, and 
try various ideas we conceive or see suc- 
cessfully used by others. Wineries that 
succeed can’t be too proud to admit that 
what they have been doing is wrong 
and that changes must take place. These 
wineries go forward with a positive at- 
titude and a willingness to change. 

As you enter our winery, there is a 
plaque on the wall with a statement our 
preacher made. It reads: “A pioneer 
needs not to reach his ultimate goal, he 
needs only to know he’s going in the 
right direction.” We should all consider 
ourselves pioneers. I’ve heard that if seven 
of every 10 ideas you try are successful, you 
are on the mark. I want to share some ideas 
that have been successful for our winery 
and maybe a few that failed. Of course, 
what failed or didn’t work for me could 
be your biggest success. 


Countryside USA 

Location, location, location. Three of 
the most important ingredients for suc- 
cess. However, location has many faces. 
A winery //sales location should have an 
attractive setting, some vineyard if pos- 
sible, and be within 50 miles of a well- 
populated area. 

An off-premise wine sales outlet 
should be located where large groups of 
people gather for other reasons, near 
shopping, tourist attractions, or recre- 


crest winery sales 


the bottom line 


and have more F UN | 


ational facilities, for example. The 
theme for any location is “stop by to be 
entertained and have fun,” and if these 
two requirements are filled, wine buy- 
ing will naturally follow. There is a 
major correlation between having fun 
and the amount of wine purchased, es- 
pecially on the first visit. 


Road signage 

A sign with a changeable message 
works very well to announce events, 
new wine releases, discounted prices, 
or to welcome a special group. A two- 
sided sign can announce two messages 
simultaneously. 


WINE CELLARS 


“BUBBLY! WINE 
FOR NEW YEAR 


Os 


Pennsylvania allows standard wine 
route signs to direct people from 
interstates and major expressways to 
wineries. This signage is similar to that 
developed by New York and now 
adopted by other states. 

The top panel of the sign has the 
name of the winery. The middle panel 
has a cluster of grapes, and there is a di- 
rectional arrow on the bottom panel. If 


similar signage was adopted by all 
states producing wine, it would eventu- 
ally be recognized and followed by 
wine seekers everywhere. 


Picnic area 

Have a pleasant area for visitors to re- 
lax with lunch and a bottle of wine. Of- 
fer a few picnic foods, especially on 
summer and fall weekends. 


Festivals 

Everyone loves a festival, especially 
wine people. Producing several festi- 
vals each year will not only boost your 
sales but offer an incentive for local 
newspapers and radio stations to 
do a feature on your winery, 
which is the best kind of promo- 
tion you can receive. 

Tying the festival to a charitable 
function or a sports event, such as 
volksmarch, marathon, or bike or 
sports car rally, can add to your 
credibility. Rules must be made 
and followed to keep your festival 
a family-type event. An admission 
fee with or without a redeemable 
coupon will help to keep out per- 
sons who are not interested in 
wine and family fun. 


Other winery events 

Try music in the vineyards on summer 
Saturday evenings with big bands, jazz, 
or danceable combos. Offering space for 
weddings and receptions, community 
organization picnics and outings, local 
fund raisers, and many other events will 
not only help you sell wine but will give 
your winery a better image. 
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Sales room 

A clean attractive sales room is a must. 
Gift baskets, special displays, wine acces- 
sories, discounted items occasionally, and 
a section for home winemaking supplies 
will attract new customers. 


Improve your agricultural image 

Sometimes an image as a grape 
farmer is much more positive than as a 
seller of alcoholic beverages. Holding 
pruning demonstrations in your vine- 
yard in conjunction with your local co- 
operative extension service can get you 
media coverage for free and could lead 
to your being called upon as a spokes- 
person for updates on winter weather 
problems, growing conditions, harvest 
reports, and other human interest re- 
ports that will expose your name and 
enhance your credibility. 

Serve on your cooperative extension 
advisory board, join the local chamber 
of commerce and ask to be placed on 
committees involving tourism, agricul- 
ture, networking, and others that will 
help your winery become a part of the 
business community. 

Work with other businesses to pro- 
mote your area through tourism, includ- 
ing tour busses and promotions with re- 
lated businesses such as bed and break- 
fasts, antique shops, farmers markets, 
restaurants, gift shops, historical loca- 
tions, and others. 


Newsletter 

A well-designed, informative mailing 
to your customers, the media, legisla- 
tors, and others is a must. A mailing list 
can be developed from a sign-up sheet 


at the winery, membership lists of wine 
organizations, chambers of commerce, 
media (including newspapers and radio 
and TV stations), and other sources. 
This will eventually give you a useful, 
productive list of potential customers 
and personalities that will enhance 
your business. 

Usually you will send your newslet- 
ter by bulk rate to minimize cost, but 
once in a while mail it first class with 
return reply request. This will screen 
out the invalid addresses and other 
changes. 

You can spend a lot or a little on your 
newsletter. We currently use a com- 
puter to produce our copy, then we 
have a printer print and fold it. We 
maintain the mailing list on our com- 
puter and print mailing labels as re- 
quired. A postal permit stamp can be 
obtained at your local post office which 
is printed on the face of the newsletter. 

If someone in your winery has the tal- 
ent to write copy, fine, this will give 
your newsletter more personal appeal. 
Avoid dwelling on how many medals 
you have won or continually bragging 
about your accomplishments. 

Your customers want to be told facts. 
They want to know what is happening 
at the winery, when wines will be re- 
leased, when special tastings and festi- 
vals will be held, what’s happening in 
the vineyard, how the last harvest 
turned out, and so on. In other words, 
they are as big a part of your winery as 
those that work there, and they want to 
be honestly informed as such. Three or 
four mailings per year, plus a postcard 
now and then as a special reminder 
should be adequate. Note: use bright 
colored paper stock. 


Advertising 

Each winery has a different view on 
this. In my opinion, media advertising 
is a shotgun approach, and if I were sell- 
ing Coke or Pepsi, it would be fine, 85% 
of Americans will someday drink either 
one. But wine in the U.S. is a very selec- 
tive beverage; 50% of Americans drink it 
sometimes, 15% once or twice a month, 
and 5% or less on a weekly basis. 

Since most of us drink wine daily, we 
think everyone does — not so! So let’s 
maximize what our advertising dollar 
buys. Other than a splash just prior to 
our festivals, we limit our advertising to 
the holiday season when we trade spe- 
cially labeled wine to radio and TV sta- 


tions for advertising. The media sta- 
tions give this wine to their year-round 
advertisers, and we get a double pop of 
exposure. 


Wine donations 

This can really get out of hand! A few 
are okay, two bottles to the library asso- 
ciation for a raffle, the hospital fete auc- 
tions, and so on. An approach that 
works almost every time for us is a do- 
nation on the condition that most of the 
wine is purchased. To the charities you 
favor, an offer of: “you buy three, we'll 
donate one” is usually acceptable. 

Another idea, especially when the 
event is an auction, is to offer a certifi- 
cate for a “Wine Tasting Experience for 
Ten” at the winery. These usually raise 
between $150 to $250 for the charity, 
and — after providing $20 worth of 
cheese, fruit, and bread, and two hours 
of time — you can expect wine sales of 
$200 or more, at the party. It’s a win- 
win situation for everyone. 


Restaurant sales 

Depending on state laws which some- 
times prevent wineries from being di- 
rectly involved in on-premise sales, 
sales and promotions at restaurants 
near the winery can be very advanta- 
geous. Many restaurants are very re- 
ceptive to a personalized label which 
can lock you in as their house wine. 


Sam e'Tony’S 


PASTA HOUSE 
on 


Our House Selection 
YORK COUNTY 


First Capital 


TABLE WINE 


PRODUCED AND BOTTLED BY NAYLOR WINE CELLARS, INC. 
RD 3, STEWARTSTOWN, PA 17363 CONTAINS SULFITES 


Produce a wine list on your laser 
printer and put it on wine bottles placed 
on restaurant tables, or provide a hard 
cover table tent, which you can change 
for featured wines. Clip-on highlighters 
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Most inexpensive corks are extruded or filled. 
By contrast, our Futura Il corks are made of top quality granules 
and natural cork discs. We mold them individually to improve 
their strength and performance. 
The discs at each end are punched from cork cleansed in our 
exclusive ABC-1 Autoclave system. 
The result : 

A better sealing, longer lasting, neutral tasting cork. 


(i a Exclusive West Coast Distributor 


] CORK SUPPLY INTERNATIONAL INC. —- 
ae 537-F Stone Road, Benicia,California 94510 et 
CHAMPCORK 707.746.0353  Fax.707.746.7471] GROUP 


Be Proud of Every E 
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on a restaurant wine list or inserted in 
the menu to suggest wine and food 
matchups can also increase wine sales. 

Don’t expect all restaurants to wel- 
come you with open arms or that all of 
them will sell large quantities of your 
wine. Many factors come into play: 
price, interest in wine by the restaurant 
manager, the staff training program, 
type of restaurant, and of course, your 
involvement. 

Timely deliveries, follow up, special 
promotions, your dining at their restau- 
rant, and sending your winery visitors 
there to dine all contribute to the vol- 
ume and satisfaction of the relationship 
with each restaurant. If, on a regular 
basis, you can retain 50% of the restau- 
rants you begin with, and about one out 
of 10 is a real winner (five to ten cases/ 
week), you are doing well. 


Wine dinners 

The key to the ultimate pleasure of 
drinking wine is, of course, consuming 
it with food. Many of your local restau- 
rants should be very receptive to hold- 
ing wine dinners using your wines. 
These dinners are usually held on slow 
nights, Tuesdays or Wednesdays, and 
attract not only their regular patrons, 
but if properly promoted, should bring 
in new customers, also. 

The dinners are a great way to expose 
the restaurant wait staff to proper wine 
service and give your winery a new ac- 
count. Wine dinners can also be held at 
your winery; have a caterer prepare the 
food and attract attendees through a 
special mailing. 


Personalized labels 

Make personalized labels available to 
your customers for weddings, Christ- 
mas, anniversaries, class reunions, busi- 
ness gifts, special events or just about 
any occasion. Personalized labels also 
have a great networking effect, attract- 
ing new customers. 


We developed a simple form which 


customers can complete in a few min- 
utes at the winery or wine shop or can 
mail in. Most label requirements can be 
prepared on your computer with a laser 
printer using a high-quality scanner for 
pictures, logos, or special copy. 

Offer several stock labels, usually four 
per sheet with a wedding motif, holiday 
scene, winery name, or other attractive 
layouts. You can offer about five to 
eight lines of copy printed within the 


space provided. We offer quantities 
from a single label to hundreds, charg- 
ing a premium for small quantities. 
Normally you should require several 
days for preparing an order, but once in 
a while we do it while the customer 
waits. Sometimes customers request a 
multi-colored label on special label stock, 
then we have our commercial printer pre- 
pare the order at a quoted price. We usu- 


ally use a small single-label gluer, or in 
some Cases, We use pressure-sensitive la- 
bel stock. For weddings, the most popu- 
lar bottle size is 187ml], with orders gen- 
erally running 100 or more. 


Your winery label 

Your label should convey more to the 
customer than just the legal require- 
ments. The first message it should give 


OAKVILLE ESTATE 
WINERY 


Napa Valley's Newest and Finest Custom 
Winemaking Facility 


Providing CUSTOM WINEMAKING SERVICES for 
THE MOST DISCRIMINATING 


GROWERS @® WINERIES @® NEGOTIANTS 


@ Red & White Winemaking 
Crushed & Whole Cluster Pressing 

@ Barrel Storage 

@ Staff Offices Available 

@ Meeting Rooms/Kitchen 

@ Retail Tasting Room 


If you want to be treated like you own the winery, then 
give us a call at (707) 944-1900. Located at 7850 Silverado 
Trail, Oakville, CA. WE SPECIALIZE IN SMALL LOTS. 


WE ARE NOW RESERVING SPACE FOR A LIMITED 
NUMBER OF DISCRIMINATING CLIENTS. 


is: “Pick me up, I’m interesting.” Your 
basic design should then attract more 
scrutiny; a side or back label could give 
some viticultural information, some his- 
tory of the growing region, which foods 
best match the wine, some information 
about the grapes used, the wine style, the 
wine’s ageing potential, its sweetness 
level, or some other unique message. 

The same wine with a different label 
can be a marketing tool for styles like 
“Nouveau” in November, “Summertime 
Red” in June, “Nouvelle,” “Aurore,” or 
“Holiday Spiced” at Christmas, or “Spicy 
Cooler” in summer. 

Give consideration to not printing 
vintage dates on labels. Many times af- 
ter labels have been printed, the volume 
of a wine decreases and you have a lot 
of obsolete labels, or it increases and 
you need a few more. Using a separate 
pressure-sensitive vintage sticker can 
solve this problem. 


Various bottle sizes 
Sometimes offering just a 750ml size 
isn’t enough, especially if you plan to 


provide personalized labels. 
Then you need 375ml and 
187ml sizes. If you plan to sell 
house wines to restaurants, you 
will need 1.5L, 3L, or 4L sizes. 
Tiptoeing through all these 
variations can be tricky, the re- 
wards are great, but a well- 
thought-out game plan is nec- 
essary. 


Special feature labels 

A month before Christmas 
last year, we had 180 cases of 
Holiday Spiced wine that had 
to be sold. This was much 
more than we normally have in 
stock. The answer was a special holiday 
label produced with our computer-laser 
printer. Each bottle became a holiday 
card customers could personalize them- 
selves. A week before Christmas, we 
were sold out and could have used 
many more! 


Recipes and wine 
An extension of the food and wine 
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suggestions on the 
side label is a com- 
plete recipe attached to 
the bottle. This tool 
works especially well 
when the wine is being 
sold off-premise. An 
example is our “Old 
Fashioned Apple 
Wine” sold in the 
Pennsylvania State 
Store system. After 
we attached a recipe 
card to the neck of 
each bottle, this wine 
literally jumped off 
the shelf. We have a 
number of different recipes that we 
hand out with the appropriate wine. 


Off-premise sales 

After almost one year of planning, in- 
volving the Pennsylvania Liquor Con- 
trol Board (PLCB), the state Department 
of Agriculture, the state Wine Associa- 
tion, and others, a program to introduce 
Pennsylvania wines into the PLCB store 
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] Sensory based treatment of off-odors 
I may lead to compounded sulfide 
I problems. E T S performs GC/MS 
| analysis on sulfide compounds which 
t provides absolute identification and 
: quantification of sulfide compounds. 
i Cellar treatment can be tailored to 
| specific compounds in your wine. Please 
i request our current bulletins on this 
i topic for more information ! 
! E T S Laboratories 

I 1204 Church St. St. Helena CA 94574 
Tel 707-963-4806 Fax 707-963-1054 
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E T S Laboratories provides a complete spectrum of analytical services to || 
the beverage industries. We are committed to assist our clients with an 


unmatched level of reliability, objectivity, and confidentiality. 
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"T have a question ." 

" We occasionally have problems with 
off sulfide characters in our wines. 
Despite our best efforts at prevention, 
there are still some difficult lots. When 
these situations arise and we attempt to 
correct them, the off-odors often 
reoccur. How can ET S help us ? " 


"We have the answer !" . 


860 $. 19TH ST. 


FAX; (510) 234-0433 
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ENCORE! 


RICHMOND, CA 94804 
PHONE: (510) 234-5670 


Problems in the Bottle? 


DON'T DUMP IT: DECANT IT! 
Every day, thousands of gallons of premium California wine are 
reclaimed from the bottle for various reasons. Current methods are 
costly, inefficient, and invariably damage the wine. 


860 So. 19th Street, Richmond, CA 94804 (510)234-5670 


NEW AND RESTERILIZED 


WINE BOTTLES 


GLASS STERILIZATION, 
FULL BOTTLE DELABELING, 
CORKS, CAPSULES, 
SHIPPING MATERIALS 


¢ EFFICIENT ¢ ECONOMICAL 
e CONFIDENTIAL 
*QUALITY ORIENTED 


FOR MORE INFORMATION CALL: 
DECANTER 
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system was implemented in May 1993. 
Initially, 31 of more than 700 stores joined 
the program. 

The success of the concept was so great 
that 70 more stores were added in Octo- 
ber 1994. Since most of the stores were in 
parts of the state far from our winery, we 
developed a new label used only in this 
market. Using the state colors, an outline 
of the state, and the words “Pennsylvania 
Proud,” we felt our wine would attract 
Pennsylvania citizens. 

Additionally, the four wines our win- 
ery sells there are named for things that 
are synonymous with the state: Liberty 
Bell Blush, Keystone State Red, Moun- 
tain Laurel White, and Dutch Country 
Rhine. Side labels tell the story of each 
symbol, with general information about 
the wines. In 1994, we sold 800 cases in 
this program. 


Shipping wines 

Repeat sales off-premise can be very 
profitable. Most states permit shipping 
wine within the state, and a growing 
number are allowing interstate ship- 


CLEAR VALUE, CLEAR QUALITY, 


You can have b 


ie 


CLEAR LAKE 


Premium Qua 
Premium Profits. 


oth with grapes from Lake County! 


Mexg = Premium North Coast quality and 
MG outstanding value make Lake County 
eq your best source for winegrapes. 
| The well-drained soils and unique 
*) micro-climate of Lake County's 
vineyards enable our vines to develop 
‘#1 generous varietal fruit, smooth texture 
and impressive balance; perfect for 
producing palate-pleasing wines. And of 
ee all the North Coast regions, Lake County 
=| consistently delivers top grapes at the 
F) fairest price, for wines that are as 
w attractive to your bottom line as they are 
to your consumers. 
If you produce premium wines, we 

invite you to discover the premium 
quality of Lake County Grapes. 


ments. Tourists who bought our wines 
at the winery, good customers who 
moved, and someone wanting to send 
wines to friends or relatives have com- 
bined to become a very attractive sales 
market for us. Adequate packaging is 
readily available if your state laws per- 
mit this practice. 


Brochures 

An attractive, well-designed brochure 
is an absolute must for every winery. 
History and general information; types 
of wines you produce; special events 
you may hold; photos of your winery, 
personnel, wines, and gift packs; a map 
to find the winery; and of course, the 
address and phone number. Many 
times brochures are placed in racks, so 
your name and the words wine or vine- 
yard should be at the top of the front 
cover. A splash of color here will help 
get attention. 


Case club 
I have to rank our case club near the 
top of our successes. Since June 1993, 


we have had over 750 customers join 
our case club, with 130 already at the 
four-cases or more level. When custom- 
ers buy their first case, they receive a 
10% discount and a membership card. 
The card is a duplicate form with a copy 
given to the customer. 

A second or third case purchased at 
the same time or on a later visit will re- 
ceive a 15% discount. The fourth case 
and all that follow receive 20% discount. 

Case club customers are extremely 
loyal to your winery. They tell their 
friends and even proudly bring them to 
the winery to join. Case club members 
receive other perks, such as invitations 
to barrel tastings, discounts for special 
event tickets and new releases. 


Home shopping club 

Only moderate success here, but we 
are not giving up. This concept has 
been in place about three years. A 
membership costs $25 which entitles the 
member to receive two bottles, or more 
if they wish, every other month. They 
pay for the wine and shipping cost, we 


Ity, 


lost in older cooperage. 


oak replacements. 


Most competitive pric 


Main Office 
P.O. Box 1659 


Phone: 417-588-41 


PROBLEM: Need more oak? 


But not more barrels. 


so.uTion: World Cooperage Company's 
“Tank Stave System” 


Our Tank Staves can replenish oak flavors 
The cost is a fraction of a new barrel or other 


Our Tank Stave System features: 
Seasoned, air-dried timber 
Toasting with oak fires 
Available in French or American oak 
Installation on-site available 


Lebanon, MO 65536 


ye 


G 
LLL. 


es in the industry 


World Cooperage Company, Inc. 
A Subsidiary of Independent Stave Company, Inc. 


Napa Valley 
4391 Broadway 
American Canyon, CA 94589 


51 Phone: 707-644-2530 


ES 
SERS 


For a list of Lake County varietals available, please call us at 
1-800/4LC-GRAPES or 1-800/452-4727 


* LAKE COUNTY WINEGRAPE COMMISSION ° 


Fax: 417-588-3344 Fax: 707-644-8218 


Export Orders Accepted by Independent Stave Company International, Inc 
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pay for the shipping container. 

Twice each year, May and November, 
club members are invited to bring a 
companion to the winery for a free wine 
dinner. This usually takes place Sunday 
afternoon and costs our winery about 
$9/person. When members’ shipments 
total 12 bottles, they receive a free bottle 
in their next shipment in lieu of a 10% 
case discount. 

Currently about 35 members enjoy 
this program which generates very 
good sales volume from those attending 
the dinners. Members enjoy the sur- 
prise of not knowing what wine they 
will receive monthly, although they can 
request only sweet, only dry, or a com- 
bination of whatever they like best. 

This program is not growing as well 
as I expected, perhaps because our cus- 
tomer base is within about a 35-mile ra- 
dius of the winery. Several wineries in 
the Finger Lakes of New York state have 
more than 200 members, which may be 
because many of their customers are 
from distances over 100 miles. 


Futures program 

Another big winner for us is our Fu- 
tures program, generally promoted in 
conjunction with great vintages and red 
wines. The spectacular 1991 vintage 
kicked off this idea, using Chambourcin 
and Cabernet Sauvignon as the first 
two wines. 

We first establish what the selling 
price for the wine will be when it is re- 
leased. The futures buyer receives a 
25% discount. He or she pays for the 
wine in three payments, 25% of the total 
when the buy is initiated, 50% when the 
wine is bottled, and the 25% balance 
when it’s released. 

We generally establish minimum and 
maximum quantities, based on the 
amount of wine available. Since the ini- 
tial offerings, we have added a blend of 
the 1991 Cabernet and Chambourcin 
called “Seductivo,” a 1992 Chardonnay 
Reserve, and four great reds from the 
equally spectacular 1993 vintage. At least 
half of these wines are sold through the 
futures program with the same buyers 


returning for more after the releases. For 
this program to be successful, the wines 
must continue to be world class. 


Gift items 

An attractive display of gift baskets 
and boxes and wine accessories can add 
substantial income to your sales room, 
especially during the holiday season. 
Corporate awards and incentives can 
also be an ongoing revenue producer. 
We currently prepare special gift bas- 
kets for several realtors as house-warm- 
ing gifts, and for corporations that use 
wine awards for sales achievement. We 
take care of the shipping for them as an 
added service. 


Wine trail 

Join with other local wineries to estab- 
lish a wine trail. New York and Ohio 
currently have several in place. Our 
“Mason Dixon Wine Trail” includes two 
Pennsylvania wineries and two from 
Maryland. 

We produced a brochure, a logo, and 
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TONNELLERIE RADOUX 


Agent: Boswell Company 


1000 Fourth Street, Suite 360 ¢ San Rafael, CA 94901 
415/457-3955 © Fax 415/457-0304 


SCARE-EYE.. 


FRIGHTENS BIRDS AWAY 


cree 


Inexpensive 
Versatile 
Safe 
Humane 


Farm, Home 


and Commercial use 


Nuisance birds are immediately scared away 
by this fool-proof heavy duty inflated repeller. 
It simulates the menace of a live predator 


- and IT WORKS !!! 
3 for $28” 


6 for $57 00 12 for $108” 


Additional discounts available for quantity purchases 


The Bird Control “X-perts” 


Shipping included - 
a” 
800-860-0473 


or FAX 312-226-2480 


In Illinois add 8.75% sales tax 
IRD sop s yz, ORDER TOLL FREE 
Ss 


300 N. ELIZABETH ST., DEPT. PWV CHICAGO, IL 60607 312-BAN-BIRD 


EE, s«éDEALER INQUIRIES INVITED 
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MASON- 
DIXON WINE 
TRAIL 


membership cards, ordered T-shirts and 
wine glasses, and were ready to go. Lo- 
cal media and several publications picked 
up on the idea and gave us great press. 
At the first winery, visitors pick up a 
membership card, which if $20 or more 
of wine is purchased, entitles the visitor 
to a free wine glass with logo. Each 
winery offers the same incentive, then at 
the fourth winery, the visitor receives a 
free T-shirt with logo. Rubber stamps 
are used to validate visits. Since sum- 
mer 1994, about 200 people have taken 
advantage of this fun experience. 
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Networking 

Neighboring wineries are not your 
competitors. Much can be gained by 
jointly cooperating on many projects. 
All will benefit from joining together to 
taste each other’s wines for quality 
evaluations; for wine trails, festivals, 
and group purchase of bottles, corks, 
packaging, and other supplies; and to 
help each other with technical problems, 
loaning supplies and equipment, deliv- 
eries, and dozens of things. 


Make wine that sells 

I have difficulty drinking Concord with 
a thick, juicy steak, but many of our cus- 
tomers would drink nothing else. Too 
many wineries fail because the wine that 
they make suits only the winery owner 
and a small number of customers. 

Each area of the U.S. is very different 
and unique. The West Coast has a larger 
base of dry wine drinkers, as do metro- 
politan D.C. and northern Virginia. New 
England and New York state also have 
pockets of dry wine drinkers, but other 


parts of the U.S. are really a mixed bag. 

Dry vinifera wines are 8% of our 
winery’s production and 10% of sales, 
while 42% of our production and sales 
are dry and semi-dry French/ American 
hybrids. However, 50% of our wines 
and 48% of sales are sweet Labrusca and 
fruit wines — without the latter we 
couldn’t survive. So before you get in 
too deep, determine what your market 
place requires, then fill that need. 


Communications 

An 800 phone number and an answer- 
ing machine with a catchy informative 
message (ever changing) can be impor- 
tant tools to aid and attract customers. 


Training staff 

Be very selective when hiring sales 
staff. A properly trained salesperson 
with an outgoing, positive attitude can 
increase store sales 25%. Customers 
who leave your wine shop happy be- 
cause they had fun during their visit 
will be back and bring their friends. 


Since 1905 


CALiBER 


PACKAGING INC. 


Serving the Wine Industry since 1982 
as Calpac Container Company 


MAIN OFFICE 
In the California Wine Country 
601-B Stone Road 
Benicia CA 94510 
707-747-1055 


1-800 DRINK WINE 


Outside the Northern California Region 
Oregon/Washington Region 
800-525-4981 


Texas Region 
214-383-1242 


APPEARANCE DOES MATTER. 
PROTECT YOUR LABELS DURING SHIPPING. 
CHOOSE WINEGUARD PROTECTIVE INNER PACKAGING. 


WINEGUARD 


another packaging innovation by are! 


ROCK-TENN COMPANY 
1-800-558-6984, in California 1-800-423-0357 


The art of winemaking is not set in stone- 


so why should the tanks be? 


Experimentation is a must for 
making a great wine and Westec 


_ Porta-Tanks give you the flexibility 


to be creative with your unique 


winemaking ideas. Our stainless 


steel Porta-Tanks range from 


- 480-1,200 gallons and all 


ncorporate forklift brackets to 
easily move where they are needed 


most; even for stacking when empty. 


All of our Porta-Tanks include 11/2” 
TC fittings and an 18” top manhole. 
They are also available with side 


] manholes and dimpled jackets. 
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Stainless Steel Tank Fabrication & Repair 


If we don’t have a tank in our line 
to suit your needs, we can design 
and build one for you, as well as 
repairing and modifying your exist- 
ing equipment. Making the wine 

iS your job, designing, building 
and servicing is ours. - 


8777 Bell Road 
Windsor, CA 95492 
707-837-7880 

FAX: 707-837-7888 
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Community involvement 

If your winery name has no suggestion of alcohol (Naylor 
Vineyards as opposed to Naylor Wine Cellars, for example), 
consider community activities like sponsorship of a Little 
League team, soccer team or another similar program. You 
contribute under $500 for uniforms bearing your winery’s 
name for players to wear. You'll get recognition and visibil- 
ity in a positive light in your community. 


Get involved politically 

I can’t emphasize enough the need for involvement by 
wine producers on all levels of government: local, state, and 
national. At the present time, all government persons are 
very receptive to voices of constituents. You can’t do it 
alone, but working with your state wine association and sev- 
eral national organizations, you can help change the “wine” 
world. Get involved, it’s your responsibility! Now is the 
time to act! 

The only thing constant is change, so be prepared. a 
[Edited from a presentation at the Midwest Regional 

Grape & Wine Conference, January 1995.] 


Dick Naylor is owner of Naylor Wine Cellars, York, PA, produc- 
ing 8,000 cases per year of more than 20 table wines and five or more 
fruit wines. The winery's 27 planted acres produce 95% of the wine 
requirements and 5% is purchased. Wines include: Cabernet Sau- 
vignon, Chambourcin, Chardonnay, Pinot Noir, Riesling, Seyval, 
and Vidal. 


MEL KNOX 


Barrel Broker 


Francois Freres of Burgundy 
Tonnellerie Taransaud of Cognac 


e New barrels of all sizes 


e Tanks 


e Used cooperage 


505 29th Avenue 
San Francisco 
California 94121 


415-751-6306 
415-751-6806 
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Invest In an 
employee 
handbook 


by Kathleen Spitzer 


ore and more employers of all 

sizes realize the important role 

employee handbooks play in 

managing employees. An em- 

ployee handbook can serve as 
a readily available guide for personnel 
administration, regardless of whether or 
not your winery or vineyard is large 
enough to have a human resources 
function. 

For wineries and vineyards where 
staff levels fluctuate throughout the 
year, a handbook provides consistent 
communication of personnel policies, 
work rules, and standards to new and 
existing employees. 


Growing use of employee 
handbooks 

Most wine industry employers find 
that effectively managing a work force 
is an increasingly time-consuming task. 
This is particularly true when there are 
no uniform or cohesive policies on a 
multitude of personnel subjects. 

Lack of formal and comprehensive 
policies and procedures on such topics 
as vacation, leaves of absence, and ab- 
senteeism rarely seem to be a cause for 
concern ... until a problem actually 
arises. Unfortunately such problems 
may come in the form of an investiga- 
tion by the California Labor Commis- 
sioner for failure to pay overtime wages 
or correctly classify agricultural employ- 
ees. Similarly, an employee might file a 
wrongful termination lawsuit or a claim 
for denial of maternity leave. 

When difficulties arise, management 
belatedly recognizes how an employee 
handbook might have helped avoid 
these problems. Carefully drafted pro- 
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visions regarding vacation pay, employ- 
ment at will, and other policies can 
minimize employee — and employer — 
confusion and misunderstandings. 


Misconceptions about the use of 
handbooks 

Despite the growing use of hand- 
books, there are still some common mis- 
conceptions regarding their use. 

Employee handbooks reduce an 
employer’s flexibility. This is one of 
the most commonly stated reasons for 
not having a handbook. Unquestion- 
ably, if a handbook is poorly written, it 
may limit flexibility for your winery op- 
erations. However, a well-written 
handbook can provide your winery 
with a tool to manage its operations ef- 
fectively, while still establishing unifor- 
mity and consistency. 

Our employees will not accept an 
employee handbook. Many wineries 
and vineyards prefer to maintain a fam- 
ily atmosphere and have operated for 
years without a handbook. They have 
never had problems in the past, and 
they believe that employees will react 
negatively to implementing written 
policy. 

If you send a new handbook out 
with no explanation and expect em- 
ployees to understand its purpose, 
you probably will receive a negative 
reaction. However, if you take time to 
explain the policies in group or indi- 
vidual meetings, you will find that 
employees appreciate having the 
winery’s policies and procedures es- 
tablished in written form. 

Our winery is too small to need a 
handbook. While this statement might 
seem justified when a winery with no 
intention to grow has only one or two 
employees or only family members as 
employees, it doesn’t hold true for most 
wineries. For even small wineries and 
vineyards, providing a handbook to 
new regular or seasonal employees af- 
ter giving them an orientation serves to 
reinforce the information and allows 
new employees to assimilate what 
you’ve told them more quickly. 

Furthermore, regardless of your 
winery’s or vineyard’s current size, as 
it grows its need for a handbook 
grows too. It is important to plan for 
growth and anticipate future needs by 
implementing a handbook now rather 
than waiting to correct problems after 
they happen. 


Ce Nackenheim 


, leading manufacturer | 
| of high quality capsules’ 


CLASSIC CAP’ 
Feat shrink 


ALUMINA 
Polymina 


Pollux 


For more information, | 
please contact our | 
nearest 


Authorized Agent: 


Enotech Corporation 
Attn. Mr. R.Peter Klipstas 
P.O. Box 576 
Palo Alto, CA 94302 
Phone: 415-851 2040 
FAX: 415-851 2034 
Pickering Winery Supply 
Attn. Mr. John Pickering 
Attn. Mr. Kendall Pickering 
888 Post Street 
San Francisco, CA 94109 
Phone: 415-474 1588 
FAX: 415-474 1617 
R.L.S. Equipment Co. 
Attn. Mr. Bob Stollenwerk 
1017 White Horse Pike 
Egg Harbor, NJ 08215 
Phone: 609-965 0074 
FAX: 609-965 2509 
Lake View Vineyards 
Attn. Mr. Juergen Loenholdt 
3878 State Route 14 
Himrod, NY 14842-9794 
Phone: 607-243 7568 
FAX: 607-243 5251 
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How to use a handbook to benefit 
your winery 

New employee orientation. Hand- 
books provide valuable reinforcement of 
information to new employees. Many 
times supervisors are so eager to start a 
new employee on the job as quickly as 
possible that they neglect to thoroughly 
explain important policies and proce- 
dures. 

A handbook can provide a thorough 
orientation to winery policies and prac- 
tices, reducing new employee questions 
and confusion. 

Resource for supervisors and manag- 
ers. You have hired your supervisors 
and managers for their specialized exper- 
tise in an area of the winery’s operations, 
such as marketing or winemaking, not 
for their personnel expertise. 

Supervisors and managers can be as 
confused about policies as employees are. 
A handbook provides a ready reference 
that gives supervisors a clear understand- 
ing of company policy. Often, it is unin- 
formed supervisors who cause employ- 
ment disputes resulting in litigation. 


Promoting fairness and consistency. 
Many times a company’s policies and 
procedures become subject to legal chal- 
lenges because they have been applied 
unfairly or in a discriminatory manner; 
no matter how inadvertent the action is. 

Employee handbooks spell out policies 
clearly, helping you eliminate inconsis- 
tency and provide fair treatment to all 
employees. 

Establishing valuable legal protec- 
tions. Well-written employee hand- 
books provide the basis for defending 
against employment litigation. Having 
clear policies on unlawful harassment, 
employment at will, and equal employ- 
ment opportunities can bolster an 
employer’s defense against a wrongful 
termination lawsuit or discrimination 
claim. 


Preparing an employee handbook 
The handbook should accurately re- 
flect the mission, tone, and culture of 
your winery or vineyard. No two winer- 
ies are the same, and accordingly, your 
handbook should not be the same as 


UN. Wareress Orrset fee 


ENVIRONMENTALLY RESPONSIBLE | 


PRINTERS OF 
— QuaLiry 


PressuRE SENSITIVE LABELS 


Fort Stampine  Emsossinc. 


Diz Curtine 
SprciaLty COATINGS © 
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[TAPP] 


Tap Technologies Tne 


314 Wildberry Drive, Brentwood, California 94513 Telephone (510) 6346678 Facsimile (510) 634-5677 
Suite 607, 751 Laurel Street, San Carlos, California 94070 Telephone (415) 366-5377 Facsimile (415) 366-5378 
3626 River Road, South, Salem, Oregon 97302 Telephone (503) 585-9463 Facsimile (503) 585-3492 
Unit 104, 6270 205th Street, Langley, British Columbia Canada v2y 1n7 Telephone (604) 533-3294 Facsimile (604) 533-3296 


someone else’s. Creating a handbook is a 
process that requires a thorough exami- 
nation of your current policies, past prac- 
tices, and future needs. 

Many businesses prefer to have outside 
professionals draft their handbooks. 
Such professionals provide guidance in 
which policies should be addressed, 
which of your current policies may not be 
legal, and careful wording of policies to 
avoid limiting flexibility. The conse- 
quences of distributing a poorly drafted 
handbook or one that does not comply 
with federal and state law are significant. 

Preparing a handbook requires an 
initial investment of time and creativity, 
but if the process is completed thor- 
oughly and correctly the first time, you 
should not have to make major changes 
in the future. Isn” 1 document that en- 
ables you to manage your winery em- 
ployees consistently and fairly, opens 
lines of communication, keeps your su- 
pervisors informed, and assists you in 
avoiding costly litigation worth the in- 
vestment? gS 

Kathleen Spitzer is a consultant with 
The Personnel Perspective, a human re- 
sources consulting firm in Santa Rosa, CA. 
She has worked with numerous clients in 
the wine industry. 
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Employee Handbooks 
Performance Review 
Supervisory Training 
Tasting Room Training 
Recruiting 

Executive Placement 
Safety Compliance 
Compensation Plans 


Wine Industry Specialists 


Partial Client List: 
Cakebread Cellars The Hess Collection 
Clos du Val Wine Co., Ltd. Kendall Jackson Winery 
Domaine Cameros Murphy-Goode Winery 
Dry Creek Vineyards 


L. Foppiano Wine Co 


Simi Winery 
Silverado Vineyards 
Sutter Home Winery 


575 W. College Avenue #101A 
Santa Rosa, Ca. 95401 

(707) 576-7653 

Fax: (707) 576-8190 


Is your product 
tamper proof? 


Capsules are an attractive adornment to any wine bottle, but 
their primary function through the ages has been to insure the 
integrity of the wine inside. Don’t put your product at risk. 


Compare 


RAMONDIN 


Capsules since 1890 
TAMPER EVIDENCE, (707) 944-2277 


product integrity assured FAX (707) 257-1408 


Cork can easily 
be removed and ~ 
reinserted 
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APM, Inc. 

APM and Vetrerie Bruni of Milan, Italy, 
have jointly formed APM Euroglas LLC 
to market specialty glass containers in 
North America. This has resulted in 
expansion of our line of wooden top 
corks, tapered corks, and a full range of 
colored wax. 


APM’s Portuguese company, Cortica 
Benicia, continues to expand, and the 
capsule production in Benicia will be 
up to 10 machines in 1995. APM means 
All Packaging Materials. Visit the fac- 
tory and showroom at 441 Industrial 
Way in Benicia, CA. 


SUPPLIERS SHOWCASE 


PACK 


For information, contact: 

APM, Inc. 

441 Industrial Way, Benicia, CA 
tel. 800/487-7555 


Anchor Glass Container 

Anchor Glass Container’s dedicated 
team of wine marketing and creative pro- 
fessionals provides both traditional and 
creative, proprietary designs for the 
winemaking industry. 

Traditional packaging such as claret and 
burgundy are standards in such colors as 
flint, bordeaux, and dead-leaf green. 


LC e271, 


For proprietary traditionals or custom 
ultramodern designs, Anchor Glass 
Container offers a comprehensive line of 
premium image enhancing options, 
including colors, glass textures, shapes, 


[SS w CORKS w CAPSULES vw SHIPPERS 


and special labeling techniques. 
For more information, contact: 
Anchor Glass Container 
4343 Anchor Plaza Parkway, 
Tampa, FL 33634 
tel: 813/882-7756; fax: 813/882-7773 
or, in Napa Valley 
1804 Soscol Ave., Napa, CA 94559 
tel: 707/258-6190; fax 707/258-6194 
Please see our ad page 4. 


Buttitta Design 

An award-winning winecase design 
for Cain Vineyard & Winery was one of 
many highlights this year for Buttitta 
Design of Healdsburg, CA. Along with 
traditional label designs, the firm devel- 
oped the custom six-bottle laydown case 
for Cain, produced multimedia presenta- 
tions and a specialized set of educational 
maps for Kendall-Jackson, and created 
posters and menu cards for a 
Vichon/ Hilton Hotels joint promotion. 

Buttitta Design believes that support 
materials are part of your company’s 
product “packaging” and that “packag- 
ing” is more than just a label. “There is 
more to a product than the label on the 
bottle,” says company president Patti 
Buttitta. “More often than not, the mate- 
rials that support a product are as 
important to successful sales as the 
product label. Well-integrated market- 
ing materials ensure optimum success 
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of a product or product line.” 

Special attention to detail and the 
careful management of projects are 
Buttitta Design’s hallmarks. Smart 
thinking and innovative ideas character- 
ize the firm’s creative approach. The cre- 
ative team at Buttitta Design has 
developed successful programs for a va- 


riety of clients, including Laurel Glen 
Vineyard, Byron Vineyard & Winery, 
Sterling Vineyards, Cain Vineyard & 
Winery, Landmark Vineyards, Buena 
Vista Winery, The Wine Alliance, and 
Kendall-Jackson. 

For more information, contact: 

Buttitta Design 

132 Matheson St., Healdsburg, CA 95448 

tel: 707/431-1257 
Please see our ad page 46. 


CALIBER Packaging Inc. 


(Calpac Container) 

With an eye to the future, Calpac 
Container Company and Berman 
Brothers, Inc., announce the merger of 
their companies, creating the largest 
company of its kind in the world. The 
newly formed CALIBER Packaging Inc. 
is developing a state-of-the-art com- 
puter system, uniquely designed to ser- 
vice its customers’ rapidly changing 
business requirements. 

Created in 1982, the Wine Division of 
CALiBER Packaging is specific and 
unique and is focused exclusively on 
the bottling needs of the U.S. wine in- 
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dustry. With its strong supplier rela- 
tionship with premier domestic glass 
manufacturer Ball-Madera Glass, 
CALIBER is able to maintain stock 
programs for all standard-size bottles 
and colors. 

CALiBER Wine also has firmly es- 
tablished relationships with top glass 
bottle suppliers in several European 
countries, including France, Italy, and 
Portugal, and currently imports a va- 
riety of unique shapes and colors for 
its customers. Using the tremendous 
resources at its disposal, CALiBER’s 
wine division has put together re- 
markable and proprietary mold 
projects. 

Finally, CALiBER also provides the 
marketplace with a full range of deco- 
rated and non-decorated quality 
stemware for both special events and 
winery tasting room requirements. 


For more information, contact: 
Calpac-CALiBER Packaging Inc. 
(Wine Division) 
601 Stone Rd., Unit B, Benicia, CA 94510 
tel: 707/747-1055 or 800/ DRINKWINE; 
fax: 707/747-1064 

Please see our ad page 29. 


Suppliers who helped create the array of packaging at the top of the facing page include (L to R): 


Pellegrini Vineyards 1991 Cabernet Sauvignon 
Label design — Pellegrini & Associates. Three-color plus foil 
pressure-sensitive label printer — Tapp Technologies. 


R.H. Phillips Vineyard Viognier 


Fetzer Vineyards Bonterra Chardonnay 

Five-color label printing — Louis Roesch. Custom, deadleaf 
green, Torres-design bottle — California Glass Co. Polylaminate 
aluminum capsule — Fetzer Vineyards. 


Stoney Ridge Cellars Vidal Ice Wine 


Label designer — Wesley Poole. Four-color label printer — 
Blake Printery. Gold Futura bottle — APM Inc. B-Cap closure — 
The WineCap Co. 


Vichon Chardonnay 


Package design — Chuck House. Label and neck band printer | 


— Bolling & Finke Ltd. Semi-punt bottle — Anchor Glass, Ball- 
Madera. Labeler — Krones Robusta. B-Cap closure — The 


WineCap Co. 


Knapp Vineyards PRISM Cabernet Sauvignon 

Label design — Dana Keeler (Knapp Vineyards). Holographic 
foil label printer — Keuka Printing. Smoke-color claret bottle — 
Waterloo Container. fe 


Caterina Winery Chardonnay 

Label design — Goodale & Barbieri. One-color and foil- 
stamped label — Tapp Technologies. Burgundy push-up smoke- 
color bottle — Richards Packaging. Synthetic Forest “Gump” 
green closure — SupremeCORQ. 


Parker Winery Pinot Noir Reserve 

Antique green Borgognotta Fontana bottle with ring finish by 
Norde Vetri — Caliber Packaging Inc. Label printer — Gordon 
Graphics. B-Cap closure — The WineCap Co. 


Label design — Falco Design Inc. Three-color, silkscreened 
pressure-sensitive label — Craft Originators Inc. Antique green 
375ml Renana Breganza bottle — APM Inc. 


Bridgeview Vineyards Blue Moon Riesling 

Label design — Swantock Designwork. Pressure-sensitive 
label — Tapp Technologies. Imported cobalt blue bottle. Synthetic 
closure — SupremeCORQ. PVC capsule — Scott Laboratories. 


Kendall-Jackson Vineyards & Winery Cabernet Sauvignon 
Label design — HKA Inc. Label printer — fp Packaging. 
Custom bottle — Owens-Brockaway. Neck band printer — fp 
Packaging and Bolling & Finke Ltd. Bottle seal wax — Walnut 
Hill Wax. 
“ey 
Custom champagne green bottle — Demptos Glass. Label 
design — Colonna Farrel Design Consultants. Labels — Cameo 
Craft Graphic Industries. Custom aluminum polylaminate foil — 
Pechiney Cork & Seal of California. Wire hood by Valentin — 
Pechiney C&S. 


Sutter Home Fre Sparkling Brut 

Label design: Landor Associates. Two-color label silk-screened 
on clear pressure-sensitive stock — Spear Inc. Bottle — California 
Glass Co. Foil — fp Packaging. Neck band — fp Label. 
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California Glass Company 


California Glass Company is a dominant 
packaging supplier to the wine industry 
with a history of over 70 years of service to 
the trade. The company offers “one-stop 
shopping” for the broadest range of pack- 
aging components available anywhere. Cal 
Glass pioneered such packaging innova- 
tions as dead-leaf green wine bottles and 
wine shippers made of foam and of post- 
consumer recycled material. 

To bring customers the latest in pack- 
aging, the company continues to ex- 
pand its product lines by sourcing 
products worldwide. Cal Glass offers 
the newest domestic and the most com- 
prehensive array of imported packaging 
from flange-finish bottles and bottles in 
the newest shapes and colors to over- 
size bottles and the equipment to cork 
and foil or wax them. 

Cal Glass experience with private 
molds and high-end carton graphics 
helps your product stand out from all 
the rest. They haven’t forgotten the tast- 
ing room either, offering several lines of 
stemware and a full complement of 
packaging for food products sold there. 

The company’s array of peripheral 
packaging includes imported and do- 
mestic tin, polylaminate, and PVC cap- 
sules; a complete line of National Starch 
case-seal and label adhesives; natural 
cork products and branding /waxing 
equipment; as well as Cellukork syn- 
thetic closures and imported sealing 
wax in eight colors. 

California Glass is third-generation 
family-owned and operated. No other 
company offers the range of products to 
fill the trade’s packaging needs or the 
depth of experience to service them. 

For more information, contact: 

California Glass Company 

155 98th Ave., Oakland, CA 94603 

tel: 510/635-7700; fax: 510/638-7624 

Pacific Coast Container, Inc. 

11010 N.E. 37th Circle, Unit 110, 

Vancouver, WA 98682 

tel: 360/982-3451; fax: 360/892-4955 

Columbia Packaging 

#3-20306 Dewdney Trunk Rd. 

Maple Ridge, BC V2X 3E2, Canada 

tel: 604/465-7694; fax: 604/465-1702 
Please see our ad page 21. 


Cork Associates 


Cork Associates is pleased with the 
enthusiastic acceptance of the BWC- 
PLUS cork for fine wines. BWC-PLUS 


uses the proven BWC technology which 
washes and sanitizes the cork without 
use of chlorine, and the PLUS offers a 
more natural-looking cork with neutral 
taste characteristics and excellent seal- 
ing abilities. 

Cork Associates continues to offer the 
popular BWC, Natural (metabisulphite 
washed), and traditional corks. 

These corks are processed and 
screened by laboratory quality controls in 
the Cork Associates factory in Portugal. 
Upon arrival in California, the corks are 
finished and go through the quality con- 
trols of its laboratory in Napa. The com- 
pany works to the high standards which 
are so important to the modern wine in- 
dustry, and it is a founding member of 
the Cork Quality Council. 

In addition, Cork Associates serves 
the needs of the sparkling wine industry 
in North America with “SPARK” brand 
corks of the highest quality. The SPARK 
factory also produces Twin-Top ag- 
glomerated corks with natural disc-ends 
which are leading a new trend in sealing 
still wines. Both the Spark and Twin- 
Top corks have discs which have gone 
through the patented Enos system to re- 
move volatile components and leave the 
discs very neutral in taste. 

Cork Associates is always studying 
new methods and innovations to keep 
natural cork products as the preferred 
closure for fine wines. 

For more information, contact: 

Cork Associates 

902-M Enterprise Way, Napa, CA 94558 

tel: 707/224-6000; fax: 707/224-7616. 
Please see our ad page 16. 


Cork Supply International, Inc. 


CSI provides a number of different 
corks to the wine industry: Alpha™ (hy- 
drogen-peroxide washed), Natura™ 
(potassium metabisulfite washed), and 
Traditional (chlorine washed). Cork 
Supply International represents 
Champcork whose corks are cleaned in 
the patented ABC-1 autoclave process. 
These corks include sparkling wine 
corks and Futura II™ agglomerated 
corks with natural cork disks. 

CSI is the founding member of the 
Cork Supply Group. Other companies 
include Cork Supply Australia, a cork 
laboratory and processing facility in 
South Australia; Cork Supply Portugal, 
the group’s new manufacturing facility; 
and Global Cork, the quality control 
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laboratory also in Portugal. 

The Cork Supply Group provides cus- 
tomers with an integrated system of 
quality control worldwide. It is thor- 
oughly involved in all aspects of wine 
corks: sourcing the raw cork, manufac- 
turing, quality control, processing, qual- 
ity assurance, and customer service. 
Global Cork’s staff is highly trained in 
cork grading and sensory evaluation, 
and all corks must pass rigorous testing 
before shipment. This service is also 
provided for wineries who purchase 
corks directly in Portugal. Extensive 
laboratories and experienced QC staff 
continue the evaluation process at both 
CSI and CSA. Modern manufacturing, 
washing, and processing equipment en- 
able the group to assure its customers of 
consistent, superior quality corks. 

For more information, contact: 

Cork Supply International, Inc. 

537-F Stone Rd., Benicia, CA 94510 

tel: 707/746-0353; fax: 707/746-7471 
Please see our ad page 24. 


Supreme Corgq, Inc. 


SupremeCorq™ is a synthetic closure 
made from thermoplastic elastomer, a 
high-grade synthetic material used in 
many medical applications. It will not 
break in the bottle, seals immediately, 
prevents leakage, and helps eliminate 
tainted wine. 


Approved by the FDA, SupremeCorq 
is available in virtually any color and 
can be customized with printing, allow- 
ing customers a broader range of pack- 
aging options. Corgs can be coordinated 
with bottle or label colors. Customers 
have done away with foils by using 
flange bottles and colored Sup- 
remeCorgs with printed logos. 

In the U.S., SupremeCorq is being 
used by more than 25 wineries, and 
“Right now, the product is being tested 
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in several hundred wineries around the 
world,” says Director of Marketing, 
Steve Burnell, “including wineries in 
Chile, Australia, New Zealand, Italy, 
and France.” 

For example, one Washington State 
winery did random testing of Sup- 
remeCorq with five different varietals. 
The winery has decided to use 
SupremeCorq for all future bottlings. 

An Oregon winery bottles all of its 
wines — Pinot Gris, Pinot Noir, Char- 
donnay, and Riesling — using 
SupremeCorgq in several colors: gray, 
green, burgundy, and black. In 1994, 
several California wineries switched to 
SupremeCorg for their entire bottling. 

For information, contact: 

Supreme Corq, Inc. 

19039-62nd Ave. So., Kent, WA, 98032, 

or 1194 Jerome Way, Napa, CA 94558 

tel: 800-794-4160. 

Please see our ad, page 10. 


Tapp Technologies Inc. 


Tapp Technologies expanded its pres- 
sure-sensitive-label printing capacity by 
over 40% with the addition in June of a 
third printing press. All of Tapp’s label 
manufacturing equipment uses U.V. 
waterless offset lithographic technology. 
This superior quality offset lithographic 
printing is combined with in-line foil 
stamping, diecutting, embossing, and 
UV or aqueous coating capabilities to 
offer premium-quality yet cost-effective 
pressure-sensitive labels. 


Tapp also distributes its Impresstik line 
of pressure-sensitive-label applicator 
equipment through Associated Winery 
Systems of Windsor, CA. The newest 
Impresstik model is the 3000VAC with 
neck label attachment. It is capable of 
speeds in excess of 100 bottles per 
minute. This versatile applicator can ap- 
ply multiple front and back labels from a 
single web while at the same time apply- 
ing full-wrap or multiple-neck labels. 

For more information, contact: 

Tapp Technologies Inc. 

Unit 104, 6270 205th St., Langley, 

British Columbia, Canada V2Y1N7 

tel: 800/533-TAPP 
Please see our ad, page 32. 


Encore! 


Encore!’s 20th anniversary year, 1995 
has been quite exciting! Working to- 
gether with its new glass manufacturer, 
Anchor Glass, Encore! has added the 
“Estate” green color to its push-up 
750ml bottle line. This is the first new 
American-produced color in ten years! 
Encore! has also added the 31.5mm 
(“Big Neck”) European-style dead-leaf 
green 750ml Burgundy bottles. 

In packaging, its innovative “Perf 
Pak” looks and packs like a regular 12- 
cell carton but easily splits into two six- 
pack cartons when desired. Although 
aimed mostly at wine exports, there ap- 
pears to be an increasing demand for a 
domestic 750ml six pack. Now it’s here! 

For more information, contact: 

Encore! 

860 South 19th St., Richmond, CA 94804 

tel: 510/234-5670. 

Please see our ad page 26. 


Enotech Corporation 


Enotech supplies _heat-shrink, 
polylaminated aluminum, and tin capsules, 
as well as sparkling wine capsules and 
long-skirted ROPP screw caps. Capsule 
tops may be embossed or printed. Custom 
decoration in multiple colors is available for 
all products. For easy opening, heat- 
shrink capsules can be furnished with 
optional tear tabs in various colors. 

Enotech also offers a comprehensive 
line of capsule applicators, capsule spin- 
ners, sparkling wine capsuling ma- 
chines, and heat-shrink equipment. 

For more information, contact: 

Enotech Corp., 

PO Box 576, Palo Alto, CA 94302 

tel: 415/851-2040; fax: 415/851-2034. 


Fasson Roll Division 

Fasson’s line of pressure-sensitive 
wine labeling material is growing in 
popularity with many U.S. and Cana- 
dian wineries. Collector’s Reserve™ La- 
bel is a collection of premium facestocks 
featuring numerous finishes, colors, and 
basic weights. 

“As boutique wineries add more vin- 
tages, they grow out of hand-applying 
labels,” says Bret Buelo, Fasson product 
manager. Many of these burgeoning 
wineries select pressure-sensitive label- 
ing technology over the traditional glue- 
applied method. 
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“Whether it’s the simplicity and 
cleanliness of the operation, the total 
cost effectiveness, the differentiation 
from traditional glue labels, or a particu- 
lar aesthetic quality only achieved with 
pressure-sensitive labels, the wine in- 
dustry is definitely discovering the ben- 
efits of pressure-sensitive technology.” 

Collector’s Reserve Label No.1 
paperstock is the most preferred printing 
sheet in the domestic wine industry, pro- 
viding an uncoated, eggshell white sheet 
with a laid finish. Printing requirements 
of the wine market — foil stamping, em- 
bossing, debossing, and high-quality 
four-color process — can be met by 
Collector’s Reserve™ label paperstock. 

Available with a variety of permanent 
adhesives, Fasson also has matched the 
Collector’s Reserve™ Label No. 1 sheet 
with its proprietary Consumer Clean ™ 
S-100R adhesive. Both permanent and 
removable, this adhesive provides se- 
cure, permanent bonding of labels to 
wine bottles. However, the label can be 
easily removed from the bottle when 
soaked in tap water for at least two min- 
utes. Misapplied labels can be reposi- 
tioned or removed without ammonia 
solutions. 

For more information, contact: 

Fasson Roll Division 

7670 Auburn Rd., Painesville, OH 44077 

tel: 216/354-7900; fax: 216/354-7980 
Please see our ad page 40. 


fp Packaging, Inc. 

Offering a full range of packaging 
supplies and equipment, fp Packaging 
represents a comprehensive selection of 
capsule styles and materials. 

Sofacap’s innovative seamless ex- 
truded capsules are composed of an ex- 
truded PVC top disc thermo-welded to 
a seamless body, assuring the integrity 
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of the finished capsule while providing 
the look of traditional tin/lead capsules. 

Metalux is fp’s manufacturer of 
polylaminated capsules and seamed 
PVC capsules. Metalux capsules come 
in a wide range of sizes, colors, and fin- 
ishes with custom printing and em- 
bossed and printed tops available. 

Rivercap tin capsules, available 80 or 
100 microns thick, are 100% recyclable 
and environmentally friendly, having a 
lead content of below 40ppm. Rivercap 
uses specially formulated scuff resistant 
inks and has unmatched precision print- 
ing capabilities. 

Prominent producer, OLLER, is fp’s 
manufacturer of high quality Cham- 
pagne corks and agglomerated corks 
with natural ends for still wines. 

fp Packaging also represents the 
BERTOLASO and COBERT lines of filling 
and corking/capping equipment, as well as 
Robino & Galandrino and Cavagnino & 
Gatti, which offer innovative systems to 
meet specialized packaging needs. Robino 
& Galandrino’s extremely flexible 
monobloc machines can dispense and 
apply metal or PVC capsules or both 
metal and plastic in one machine. 


Robino & Galandrino’s new genera- 
tion spinning heads are the first major 
advancement in metal foil application in 
decades; the new heads provide higher 
efficiency and improved appearance, 
particularly with polylaminate capsules. 

Cavagnino & Gatti’s rotary labelers 
are available in both wet-glue and pres- 
sure-sensitive versions. Special configu- 
rations offer both capabilities in a single 
machine. 

For more information, contact: 

fp Packaging, Inc. 

601 Airpark Rd., Napa, CA 94558 

tel: 707/258-3940; fax: 707/258-3949 


fp Portocork, Inc. 

fp Portocork set the standard in the 
cork industry with its innovation in 
non-chlorine NOVA corks. fp’s exclu- 
sive deep-cleaning system creates a cork 
with lower polyphenols, which reduces 


the incidence of off-flavors. 

In addition to NOVA corks, fp 
Portocork offers natural and traditional 
corks. In order to provide the finest 
corks available, the company has estab- 
lished a unique three-step approach to 
quality: incoming inspection on all lots, 
batch codes to provide total traceability, 
and final inspection before shipment to 
guarantee each order conforms to your 
specifications. 

fp Portocork was the first company in 
the U.S. to perform leaker and extrac- 
tion tests on all major shipments. 

For more information, contact: 

fp Portocork, Inc. 

601 Airpark Rd., Napa, CA 94558 

tel: 707/258-3930; fax: 707/258-3935 
Please see our ad page 72. 


KLR Machines, Inc. 


KLR Machines, Inc. represents 
Sanoplast of Switzerland, a major world- 
wide supplier of heat shrink capsules. 
Sanoplast heat shrink capsules are pro- 
duced from flat stock rather than tubular 
in order to reduce creasing caused by flat- 
tening the tubular stock for printing. 

Sanoplast PVC heat shrink capsules 
are available in a variety of color combi- 
nations. Rather than use stock colors, 
Sanoplast prefers to coordinate capsule 
color with the customer’s label. This 
makes for a more appealing package. 

Sanoplast can supply a variety of top 
disc and opening configurations based 
on the customer’s requirements. The 
heat shrink capsules can be supplied in 
lengths from 35mm to 75mm. Capsules 
have minimal taper to avoid wrinkling. 

KLR is presently supplying Sanoplast 
heat shrink capsules to North American 
wineries. Contact KLR Machines for 
evaluation of your heat shrink capsule 
requirements. 

For more information ,contact: 

KLR Machines, Inc. 

350 Morris St., Suite E, Sebastopol, CA 95472 

tel: 707/823-2883; fax: 707/823-6954 
Please see our ad page 18. 
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Lafitte Cork & Capsule, Inc. 


Lafitte Cork & Capsule, Inc., has a 
new facility in Napa, CA, to better serve 
current and future customers. 

Lafitte Cork Portugal has recently 
moved into a second facility due to in- 
creased cork punching and finishing 
demands. Corks shipped to Lafitte’s op- 
erations in France and Napa, along with 
direct customer shipments to Australia, 
Chile, and Argentina, are screened by its 
laboratory in Portugal. Upon arrival in 
Napa, all corks are again quality con- 
trolled by Lafitte’s laboratory. 

Lafitte Napa inventories cork in vary- 
ing lengths, qualities, and washes (chlo- 
rine, natural, hydrogen peroxide). 
Lafitte’s colmate corks have been 
readily accepted by many wineries for 
their performance characteristics. 


Lafitte is a leader in the production of 
custom PVC capsules, because of the 
company’s unique ability to provide 
multicolor designs with intricate detail 
and finishes. The company sees a trend 
to increased graphics in new capsule de- 
sign. Custom top-embossed poly- 
laminate and tin capsules are also 
produced by Lafitte factories in France. 

Stock inventories of PVC and 
polylaminate capsules are maintained in 
Napa in silver, black, white, green, gold, 
burgundy, and flor red and blue colors. 

New to Lafitte this year are pressure 
sensitive labels produced in France by 
Lafitte’s newest company, “Dipa.” 

For more information, contact: 

Lafitte Cork & Capsule, Inc. 

45 Executive CT., Napa, CA 94558 

tel: 800/343-2675; fax: 707/258-0558 
Please see our ad page 2. 


PWV __JULY/ AUGUST 1995 


Lermer Packaging Corp. 


A new generation of Cellukork syn- 
thetic cork is easier to extract than the 
original, while ensuring leak-proof, taint- 
free qualities. Extraction force was re- 
duced by 35% to approximately 45 
pounds, equivalent to an ideal wood cork 
specimen but with far greater consis- 
tency. Diameter was reduced by 3.6%, 
and resilience increased by 10%. Length 
was reduced by 13.6% to compensate for 
the elongation that occurs when a 
Cellukork is inserted, after which it 
achieves the same length as an average 
wood cork — approximately 1.75 inches. 


The new Cellukork is compatible with 
all popular single- and multi-head cork- 


Longview Fibre Co. 


Longview Fibre is a totally integrated 
corrugated packaging and paper prod- 
ucts company. Company sales for 1994 
exceeded $800 million. Longview’s pri- 
mary mill supplies paperboard to its 
Oakland, CA, packaging plant and to its 
other 14 plants in the US. 

The Oakland graphic packaging team is 
dedicated to giving your products the high- 
est amount of consumer recognition pos- 
sible. Longview helps customers consis- 
tently obtain maximum buyer attention for 
their products through cost-conscious “bill- 
board” type multicolor graphics and cre- 
ative, product-protective structural design. 

Thanks to the following key features 
and services, Longview can assist you in 
creating a graphic package that will make 
your product stand out above the rest! 

Longview experts include team-ori- 
ented sales and marketing personnel; an 
excellent customer service team; in- 
house graphics and structural design 
teams, and a prepress graphics team. 

State-of-the-art equipment includes a 
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fully automated computer design center 
equipped with Macintosh and PC hard- 
ware. Graphics design software includes 
Adobe Illustrator, Quark Express, 
Photoshop, and Freehand. Structural de- 
sign software includes AEI Cad Cam. A 
Laser Master color printer (36”x100’+ for 
full-size mockup packaging and displays) 
and Konsberg 70”x115” automated 
sample-making table let you see your 
graphics package before it’s printed. The 
latest Flexo multicolor direct print equip- 
ment; multicolor Vlexo folder/gluers; ro- 
tary and flat multicolor die cutters; spe- 
cialty folder/gluer for displays, gift-pack 
shippers, etc.; and the latest Mitsubishi 
corrugator, with E and F Flute available, 
all ensure the final package will be pro- 
duced properly. 

Longview also offers a convenient 
Oakland location; preprint capabilities; 
laminating litho labels to single face; 
aqueous and UV coating; certified Q-1, 
Quality, and SPC programs maintained 
in plant; and delivery anywhere. 

For more information, contact: 


How did-ouanniial: : 


ing machines and tolerates a wide vari- 
ety of adverse bottling conditions 
including extremely short ullages, sub- 
45°F fill temperatures, high CO, levels, ale ~ 


Pgpduction go iri. to 
-~ 120 mil lion In two Years? 


and variations in bottle types. It is 
molded of ethylene vinyl acetate which 
is taste-free, odor-free, and meets FDA 
regulations. 

Small interior voids give the material 
compressibility, resilience, adherence, 
and other properties similar to wood 
cork. The patented process uses SO, gas 
to create the voids, which scavenge any 
oxygen remaining in the ullage, reduc- 
ing the need for sulfites commonly 
added prior to bottling. 

Cellukork need not be kept moist to 
maintain a leak-proof seal and may be 
stored or shipped point up or down im- 
mediately after corking with no leak- 
age. Available blank or printed dependable service and reliable domestic 
indelibly, Cellukork is supplied in manufacturing. Our customers count on it! 
sealed polybags and requires no wash- NA A Ve rr a A 
ing or processing of any kind. Prices ave eS \/ & Lh 

) range from 11 to 15 cents. 

For more information, contact 

Lermer Packaging Corp. 

520 South Ave., Garwood, NJ 07027 

tel: 908/789-0900 


“Satisfied customérs, ‘dedicated employees, « . 
Biuaity product. | = ‘on 


Leading the 
capsule industry 
with innovative quality products, 


1994 Winner of the Waste Reduction Awards Program for California businesses. 
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Longview Fibre Co. 

Dennis McAuliffe, wine & spirits 

Charlie Wertheimer, sales & marketing mgr. 
8511 Blaine St., Oakland, CA 94621 

tel: 800/821-8982; fax: 510/569-8958 


Please see our ad page 61. 


Maverick Enterprises, Inc. 


Maverick Enterprises, Inc., was estab- 
lished by wine industry professionals in 


December of 1992 to address the envi- 
ronmental, marketing, compliance, and 
cost issues that occurred with the elimi- 
nation of the tin/lead capsule. The Mav- 
erick Cap is now widely used by 
premium wineries as an alternative to 
the costly tin capsule. 

Manufacturing in the wine country of 
northern California, Maverick delivers 
directly to customers to insure the high- 


A BEITER 
EABEL FOR A 


BELTIER BOTTOM 


LINE 


7670 Auburn Road 
Painesville, Ohio 44077 
Phone 216 354-7900 


An Avery Dennison Company 
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est quality standards, complying with 
demanding delivery schedules, and 
eliminate transit damages. Maverick is a 
proud recipient of a State of California 
1994 Waste Reduction Award in recog- 
nition of the company’s efforts toward 
product recyclability. 

With the building of a new production 
facility, Maverick has increased produc- 
tion to nearly 200 million capsules each 
year. The company is currently installing 
a rotogravure printing press in order to 
provide quicker turn-around and an even 
higher level of quality and consistency for 
customers. Customers are invited to ap- 
prove color on press if desired. 

Maverick’s relentless determination to 
meet and service the ever-changing de- 
mands of the wine industry keeps the 
company on the cutting edge, offering 
creative secondary closures, tamper evi- 
dence, and now including PVC. 

Please contact Maverick for a detailed 
presentation of company products. 

For more information, contact: 

Maverick Enterprises, Inc. 

751 East Gobbi St., Ukiah, CA 95482 

tel: 707/463-5591; fax: 707/463-0188 
Please see our ad page 39. 


Naylor Wine Cellars 


Naylor Wine Cellars can help increase 
your wines sales with attractive and prac- 
tical packaging. Now for the first time, 
even small- to me- 
dium-sized winer- 
ies can buy small 
lots of boxes at rea- 
sonable prices. 
Since shipment can 
be made directly 
from Naylor stock, 
delivery to you will take only two to 
three days by UPS. 

Naylor stocks one-, two-, three-, and 
four-bottle gift boxes; two-, three-, four-, 
and six-bottle carriers, and one-, two-, 
three-, four-, six-, and 12-bottle UPS 
shippers, plus several other specialties. 
These include counter display gift boxes 
and shippers for six 187ml bottles, plus 
UPS shippers for 187ml, 375ml, and six or 
twelve bottles of champagne, as well as 
for one, two, or six magnums. 

Tell Naylor what you need and the 
staff will get it for you. Naylor custom- 
designs to your specifications and offers 
printing on larger orders. Write or call 
for a price list or samples. 

West Coast wineries please note that 
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Naylor will be opening a distribution 
center in Oregon in mid-1995. Call or 
write for information about having 
Naylor packaging shipped to you. 

For more information, contact: 

Naylor Wine Cellars 

R.D. #3, Box 424, Stewartstown, PA 17363 

tel: 717/993-2431, 800/292-3370; 

fax: 717/993-9460 
Please see our ad page 71. 


Pechiney Cork and Seal of California 

Pechiney Cork and Seal of California 
offers a wide range of top options: 

For still wine: 

*Locally manufactured polylam- 
inated capsules (plain or custom). 

¢ Tin capsules: Pechiney is a world 
leader for punched capsules, offering 
not only custom capsules, but also stock 
capsules in black, gold, burgundy, and 
mustard. 

¢ Non-scuffing inks are now available 
on request. 

* Corks: Pechiney now represents one 
of the largest and best-known European 
cork suppliers. 
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* Stelvin (long skirt screwcap) has a 
recent and vast development in many 
countries. It is mandatory for those who 
want to avoid using corks. 

For sparkling wine: 

Pechiney offers a full range of products: 
sparkling wine capsules (tin and 
polylaminated); crown caps; bidules; 
wirehoods; corks; winemaking products. 

For still wine and sparkling, clients 
can use Pechiney’s experience in print- 
ing technology to create their future 
packaging. 

Equipment and services: 

Thanks to new suppliers, Pechiney 
offers a complete range of machinery 
and service for both sparkling and still 
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wine at competitive prices. 

Call Pechiney for packaging develop- 
ment or equipment investment. 

For more information, contact: 

Pechiney Cork and Seal of California 

5425 Napa-Vallejo Highway, 

American Canyon, CA 94589 

tel: 707/257-6481; fax 707/257-8028 
Please see our ad page 9. 


Pickering Winery Supply 

Pickering Winery Supply represents 
the well-known German cork manufac- 
turer Heinrich GULTIG® GmbH, re- 
cently ISO Norm 9002 certified, which 
supplies corks to 26 countries worldwide. 
With facilities in Portugal overseen by 
GULTIG personnel, GULTIG maximizes 
the most advanced technology combined 
with German know-how to control the 
corks from the forest to the moment they 
leave the factory in Germany. 

Possibly the earliest to recognize the 
disadvantages of chlorine, GULTIG ’s 
first peroxide corks appeared nine 
years ago followed by natural corks 
and darker peroxide washed corks. All 
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non-chlorine washed corks can be sup- 
plied with a unique non-pigmented 
resin overcoat, organoleptically neutral, 
to provide the best seal and the best 
protection for your wines. 

GULTIG corks have proven to be con- 
sistent from one shipment to another and 
from lot to lot due to the company’s pro- 
prietary washing procedures and rigid 
incoming and outgoing QA system. 

Pickering also represents T.E.S.A. of 
Spain and 
VIRINGILE- SAR 
manufactures 
only Cham- 
pagne corks in- 
corporating the 
latest genera- 
tion of Thieron 
molding ma- 
chines with ex- 
perien.ced 
management 
using the 
Poka-Yoke techniques to avoid errors. 
T.E.S.A., now ISO Norm 9002 certified, 
supplies many of the great sparkling 
wine producers in Europe and California. 

VKN tin “Classic Caps” with printing ca- 
pabilities up to five colors on the side and 
two colors on the top offer a scuff-resistant 
top coating. VKN “shoulder” capsules with 
several different size configurations provide 
wrinkle-free bottling. 

VKN polylam “Polymina” capsules, 
now available for domestic bottles, are 
solid with a narrow taper, resulting in 
excellent spin-ability with the same 
decorating possibilities of the tin cap- 
sules. Heat shrinks are also available. 

For more information, contact: 

Pickering Winery Supply 

888 Post St., San Francisco, CA 94109 

tel: 415/474-1588; fax: 415/474-1617 
Please see our ad page 66. 


Ramondin USA, Inc. 


Ramondin is the world’s largest 
manufacturer of tin capsules for the 
wine industry and a leading producer of 
polylaminated capsules for the wine 
and sparkling wine industries. 

In light of serious concerns which have 
been raised recently about the lack of 
tamper-evidence capability of some non-tra- 
ditional closure systems, Ramondin has de- 
veloped a new generation of tin capsules 
which cannot be removed from the bottle 
without breaking a perforation and thus 
destroying the capsule. 


The capsules come with a small perfo- 
ration positioned just below the bead of 
the bottle and with the application of a 
small amount of glue to the neck of the 
bottle (below the bead) the capsule will 
become adhered to the bottle. This will 
make it impossible to remove the cap- 
sule in one piece. The rest of the capsule 
can, of course, be easily pealed off when 
recycling the glass. 

Only a very minor modification need 
be made to the bottling line at an ap- 
proximate cost of $4,000. The capsules 
themselves will be no more expensive 
and will have all the usual painting, 
decorating, and embossing capabilities. 

Tin has now become widely accepted 
as the material of choice for the vast ma- 
jority of premium and ultra-premium 
wines. Tin is a noble metal which is per- 
fectly harmless to the consumer and the 
environment alike and is easily and 
readily recycled. It is worth noting that 
for many years all cans for food prod- 
ucts have been coated with tin on the in- 
side to protect the contents from 
contamination. 

Largely as a result of production 
economies and economies of scale, tin 
capsules are now very economically 
priced in the $0.06 to $0.07 range. They 
will spin down perfectly on all standard 
equipment, and they offer a wide range 
of painting, decorating, and embossing 
capabilities. 

For more information, contact: 

Ramondin USA, Inc. 

830E Latour Court, Napa, CA 94558 

tel: 707/944-2277, fax: 707/257-1408 
Please see our ad page 33. 


RLS Equipment Co., Inc. 


RLS Equipment Co., Inc., an agent for 
VKN Nackenheim and Baja, offers tin, 
aluminum, polylam, and PVC capsules. 

Tin capsules are available in the stan- 
dard sizes or from VKN as a shoulder 
capsule. A capsule with a shoulder (i.e., 
27-29mm instead of 28.75mm) approxi- 
mates the contour of the bottle from 
mouth to band. It rests better on the 
bottle, spins down better, and ensures 
wrinkle-free application. The shoulder 
cap also provides for better manual and 
mechanical separation. 

Standard capsules are available in 20 
colors, or capsules can be produced in 
custom colors to match label designs. 
Stock capsules are warehoused at our 
Napa location. 
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Like tin capsules, polylams and PVCs 
are available in 20 standard colors (in 
both shiny and matte finishes). PVC 
capsules can be tapered like tin capsules 
for a better fit on the bottle, or they can 
be produced in standard sizes. Both 
polylam and PVC capsules can be fully 
customized to provide the finishing 
touch on your package. 

RLS has a large selection of PVC cap- 
sules in its East Coast warehouse, ready 
for immediate delivery. 

Remember, RLS can also assist you 
with the design of your custom capsule, 
starting with computer sampling and 
ending with a finished optical sample. 

RLS is also the East Coast representa- 
tive for Cork Associates. A wide selec- 
tion of grades and a variety of 
treatments are available. 

For information, contact: 

RLS Equipment Co., Inc. 

PO Box 282, Egg Harbor, NJ 08215 

tel: 800/527-0197 (West Coast) 

or 609/965-0074 (East Coast) 

Please see our ad, page 48. 


Rock-Tenn Company, Partition Div. 

Rock-Tenn Company is North 
America’s largest manufacturer of 100% 
recycled chipboard dividers for ship- 
ping cases. Partitions made of 
WineGuard™ material offer superior re- 
sistance to label abrasion, scuffing, and 
ink transfer during case packing, distri- 
bution, and warehousing. Other grades 
of material are available and all specifi- 
cations are custom-designed to meet in- 
dividual package requirements. 

Tests have shown WineGuard™ to be 
four to five times more effective in pre- 
venting label damage than traditional 
corrugated partitions. WineGuard™ also 
provides twice the resistance against 
breakage due to its solid construction 
which does not break down under re- 
peated impacts. 

Other benefits include superior clean- 
liness and substantially less chance of 
container or product contamination. Use 
of chipboard partitions often results in 
reduced outer case size which can po- 
tentially reduce pallet overhang or in- 
crease pallet pattern tier count. 

Nearly 150 wineries are now using 
WineGuard or one of Rock-Tenn’s other 
grades of chipboard to protect their la- 
bels and bottles throughout the manu- 
facturing process and distribution chain. 
Many more have committed to future 
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conversion or are currently testing. 

Rock-Tenn has ten plants strategically 
located throughout the U.S. and Canada 
to serve the needs of the wine industry. 
Call Rock-Tenn or your glass supplier 
for further information. 

For information contact: 

Rock-Tenn Company, 

Partition Division 

PO Box 4098, Norcross, GA 30091 

tel: 800/558-6984 or 404/448-2244: 

fax: 404/368-7651 

California Intra: 800/423-0357 
Please see our ad, page 30. 


Scott Laboratories, Inc. 


Wine Corks 

Scott Laboratories, Inc., continues to 
offer the wine industry versatility in the 
washing and coatings of wine corks. 
Available in the chlorine-washed pro- 
cess is the standard STERISEAL® cork. 
The company has added the new 
STERISUN washing process to satisfy 
requirements for a non-chlorine 
bleached cork. Scott Laboratories also 
has available the new SUNCORK coat- 
ing process which is a continuing ad- 


vancement in our STERISEAL® II style. 


of coating. It has been specifically for- 
mulated to assist the prevention of cork 
dusting and possible off-flavors. 
Available from our Petaluma, CA, fa- 
cility are the RELVAS individually 
molded sparkling wine corks with two 
discs. 
Wine Capsules 
Scott Laboratories has available all 
types of RELVAS wine capsules from 
the new lightweight tin capsule to the 


polylaminated aluminum to PVC heat 
shrink. An additional feature of the cus- 
tom capsules is colored top embossing. 
All capsules are available in custom col- 
ors and printing. Selected colors are 
available from stock in Scott’s Petaluma 
facility. 
Wirehoods 

Scott Laboratories offers sparkling 
wine wirehoods from ICAS (the largest 
and most technically advanced 
wirehood supplier in the world). The 
wirehoods are available with custom- 
printed discs. Special wire is also avail- 
able in a wide range of colors, offering 
the customer double protection against 
rust and corrosion. Wirehoods are avail- 
able as a stock item from Scott’s Peta- 
luma warehouse. 

For more information, contact: 

Scott Laboratories, Inc. 

2220 Pine View Way, Petaluma, CA 94954 

tel: 707/765-6666; fax: 707/765-6674 
Please see our ad, pages 54,66. 


VKN Nackenheim Germany 


For 125 years, VKN Nackenheim 
(Germany) has been a leading European 
manufacturer of high-quality capsules. 
More than 10 million capsules per week 
are delivered to over 25 countries world- 
wide — an export percentage of over 
60%. 

Classic Cap — The undisputed 
“Queen.” She crowns the esteemed prod- 
ucts of the wine, sparkling wine, and spir- 
its branch worldwide. Of purest tin 
(99.9%), unmatched as the perfect fit for 
every bottle profile. Inestimable metallic 
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effect resulting from special lacquers. 

Alumina. High-quality premium cap- 
sule of one-piece purest aluminum. A 
combination of the elegance of tradi- 
tional metal capsules with the attrac- 
tively priced material aluminum. No 
seam, no stuck-on top disk. Colored top 
embossing. Application same as pure 
tin capsules. 

Polux. As luxurious as a tin capsule. 
Excellent pricing as with Polymina. The 
bridge between two worlds! Formed 
like the well-tried polylaminated cap- 
sule, but enhanced like a metal capsule 
of the very top class. Simply roll on with 
any custom applicator. 

Polymina. The eye-catching packag- 
ing solution for everyone “on the way 
up.” The composite sandwiching of alu- 
minum-polyethylene-aluminum can be 
applied just like a traditional metal cap- 
sule. The colored top embossing under- 
lines the intrinsic value of the contents. 
The attractive metal capsule with excel- 
lent pricing. 

Heat Shrink Capsule (PS, PET, PVC) 
The proven leader of the capsule market 
for more than 30 years. Constantly im- 
proved. Produced from polystyrol, 
polyester, or PVC-foils. Perfected, cost- 
effective, successful! 

For more information contact: 

VKN Nackenheim Germany 

through these authorized agents: 

Enotech Corporation 

PO Box 576, Palo Alto, CA 94302 

tel: 415/851-2040; fax: 415/851-2034 

Pickering Winery Supply 

888 Post St., San Francisco, CA 94109 

tel: 415/474-1588; fax: 415/474-1617 

RLS Equipment Co. 

1017 White Horse Pike, Egg Harbor, NJ 08215 

tel: 609/965-0074; fax: 609/965-2509 

Lake View Vineyards 

3878 State Route 14, Himrod, NY 14842-9794 

tel: 607/243-7568; fax: 607/243-5251 
Please see our ad page 31. 


The WineCap Company 


Nobody’s found the perfect solution 
to the tin/lead capsule ban, until now. 
The B-Cap is here, and it’s a natural. 

The B-Cap is a paper/wax laminate 
disk that covers and seals corks immedi- 
ately after they’re inserted into bottles. 
Your logo can be printed and foil- 
stamped on the B-Cap. With the elimi- 
nation of capsules, bottles can be fin- 
ished with rings which provide better 
drip control. Corks can become a design 
feature. Optional neck band labels can 
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impart information while enhancing 
package appearance. 

The user-friendly B-Cap is easily re- 
moved with the cork, using any stan- 
dard opener. Clear capsules trying for 
the B-Cap look often deceive consumers 
to think there is no wrap to cut or tear 
off before removing the cork. B-Caps 
leave no remaining waste. 

B-Caps are environmentally correct, 
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too. They are quickly and completely 
biodegradable, and a new tamper-evi- 
dent B-Cap is available which has been 
approved by the Canadian government. 

The economical B-Cap is extremely 
cost-effective, with prices ranging from 
$.035 to $.05 each, depending on quan- 
tity and specifications. The B-Cap deliv- 
ery system is virtually immune to dam- 
age or loss. And, unlike topping corks 


with hot wax, maximum line speeds can 
be maintained with B-Caps. B-Caps can 
be applied manually, semi-automati- 
cally or automatically, up to 400 bottles 
per minute or more. 

With its ease of application and attrac- 
tive appearance, the B-Cap provides an 
elegant alternative to capsules. 

For more information, contact: 

The WineCap Company, 

2350 Taylor St., San Francisco, CA 94133 

tel: 415/923-1993. 

Please see our ad, page 52. 


Chaffee Company 

850 Mahler Rd., Burlingame, CA 94010 

tel: 415/259-1888, fax: 415/692-7968 
Manufacturers/distributors of shrink wrap, 
PETG seamless wine capsules, and applicators. 


Demptos Glass of California, Inc. 
840 D Latour Ct., Napa, CA 94558 
tel: 707/224-1000; fax: 707/252-3437 
Wine bottles from European and domestic sup- 
pliers. Antique green and unique colors, flange 
finish and custom molds stocked in Napa. 


Fleetwood Container & Display 
2721 G 45th St., Vernon, CA 90058 
tel: 213/588-7121 
Corrugated shipping containers with high qual- 
ity flexography up to six colors. 


Georgia Pacific Packaging 


1275 So. Granada, Madera, CA 93637 
tel: 800/933-9303 


The “J” package by Colonna Farrell Design Consultants is the winner of 
the triple crown of package design: the CLIO, the London International 
Advertising Award, and the American Advertising Federation’s ADDY. 


Competition is fierce. Because in-store-purchases are made on the most appealing 
package, the label, the bottle shape, even the closure, play a role with a successful design. 
Testing these considerations for over two decades, Colonna Farrell Design has been 


counseling and guiding wineries in North America and abroad. 


For a proposal on your brand (wine, beverage or food product) call Ralph Colonna or 
John Farrell: Colonna Farrell Design Consultants, 1299 Main St., St. Helena, CA 94574. 


Telephone: 707 963 2077 Fax: 707 963 5756 Internet: CFDConsult@aol.com 


Coralure and Proprint multicolor graphic pack- 
aging for wine shippers, displays, and bag-in- 
box containers. 


IBCO, Independence Box Co. 

935 N. Main, Independence, OR 97351 

tel: 503/838-3763; fax: 503/838-3763 
Wood gift boxes and cases. Display racks. Foil 
stamping and branding standard. Free design 
assistance. 


Zellerbach Packaging 

245 So. Spruce St., 

South San Francisco, CA 94083 

tel/fax: 707/224-6360 
Unique shipper design uses less material but is 
stronger than all others. Competitive pricing. 
Provides optimum protection. 
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The great labeling dilemma — 


0 change o1 
not to change? 


All conservatism is based upon the idea that if you leave things 
alone you leave them as they are. But you do not. 
If you leave a thing alone, you leave it to a torrent of change. 


G.K. Chesterton 


by Guy Grant 


ne convenient strategy for those 

in the wine industry who find 

themselves trapped in a boring 

dinner party conversation is to 

subtly steer the discussion to- 
ward an examination of the merits of a 
particular wine label. Those with mas- 
ochistic tendencies (and those who in- 
vest in the wine industry would have to 
consider themselves in this category) 
may even choose to seek reactions to 
their own label. 

Apart from the old reliables such as 
sex, religion, and sport, few other sub- 
jects are as effective in dividing a group, 
even a boring one, into two or more 
warring factions. Such discussions can 
be frequently amusing and, if used 
properly, can serve as a guide when 
dealing with a packaging problem. 


Deciding to change your label 

Without a doubt, one of the most per- 
plexing and difficult questions for any- 
one with an established label is deciding 
whether or not to take the plunge and 
change or modify it. One quickly learns 
that, in this regard, marketing is much 
more an art than a science. 

Indeed, few guidelines — either theo- 
retical or practical — exist to assist any- 
one responsible for making such a deci- 


sion. This is because to do so requires a 
unique combination of visionary fore- 
sight, an innate understanding of your 
winery’s position in the marketplace, 
political cunning, tenacity, and a thick 
skin. These, of course, are all subjects on 
which the “How to ...” books are 
strangely silent. 

If the label in question is clearly a dog 
and this is reflected in your sales results, 
then making the decision to change is 
usually much easier. But beware. One 
person’s dog can often be another’s 
masterpiece. 

Decisions to change packaging often 
meet resistance or opposition from the 
most unexpected quarters. Typically, 
those responsible for the design or ap- 
proving the design of a label are often 
prepared to ferociously defend their 
work no matter how inappropriate it 
may now appear to be. Others who may 
have a vested interest in the continua- 
tion of an old label design include those 
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in the wholesale or retail trade who may 
have succeeded despite the label. Un- 
derstandably, they treat with suspicion 
any proposed change that may disrupt 
or spoil their market. 

Along with the myriad of other prob- 
lems associated with a packaging 
change, it is easy to forget the politics 
involved in the process. However, time 
invested in explaining to interested par- 
ties why you wish to make a change 
and seeking their support or endorse- 
ment is rarely time wasted. 

The success of a new or changed label 
should be measured not only in terms of 
how those external to the winery view 
it, but also by how it is perceived within 
the winery and its distribution chain. 

The more successful or acceptable an 
existing label is the harder the decision 
to change or modify it becomes. On one 
side are the traditional “if it ain’t broke 
why fix it” arguments. On the other side 
are an array of forces that range from 
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New Laurel Glen label (left), 
designed by Buttitta Design, 
Healdsburg, CA.. 
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graphic designers and other parties who 
may earn fees or glory from making the 
changes to those with a genuine belief 
that a different label may change con- 
sumer perceptions of your product and 
lead to increased sales. 

Taking into account these differing 
viewpoints and giving the appropriate 
weight to each argument is not a task 
that should be attempted overnight. 


BE 


Market research 

The traditional advice from any mar- 
keting theorist who has studied market- 
ing 101 in a university is that no deci- 
sion should be made until extensive 
marketing research has been under- 
taken. While it is hard to argue with 
such advice on theoretical grounds, the 
practical reality is that many wine com- 
panies (especially in Australia) do not 
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have a sufficiently large marketing bud- 
get to fund such research. 

It is worth remembering that market 
research, even for those who can afford 
it, should not be used the way a drunk 
uses a lamp-post — for support rather 
than illumination. Research can never 
act as a substitute for decision making 
and the cost of using market research to 
determine consumer responses to differ- 
ent labels precludes most companies 
from considering this option. 

While formal or ‘scientific’ research 
may be beyond most budgets, there is 
much to be learned from informal or ca- 
sual research, even if some of it is un- 
dertaken at boring dinner parties. How- 
ever, remember that no matter how in- 
formal or casual such a process may be, 
some system or technique is important. 


Do-it-yourself research 

Much can be learned by asking people 
what they think of certain labels — your 
own and others. Use probing questions 
to distinguish, where possible, between 
reactions to the product and reactions to 
the packaging. Endeavor to find out what 
images a label communicates (i.e., is it 
old-fashioned or modern, strong or light, 
elegant or straightforward, Australian or 
European, and so on) rather than dwell 
on specific aspects of the design such as 
the color, typography, or back label copy. 

Use the old trick of posing the ques- 
tion: “If these bottles of wine were per- 
sons, what sort of persons would they 
be?” (male or female; young, old, or 
middle-aged; stylish or simple, etc.). 

Recognize from the start what hap- 
pens when you begin seeking other 
people’s opinions: few will be able to re- 
sist the temptation to tell you exactly 
how your packaging should look and 
many will advise you how to run your 
business. This is inevitable, so prepare 
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New Louis Martini label (above), designed 
by Michele Le Blanc, Calistoga, CA. 


yourself for many hours of listening to 
ridiculous suggestions. Console yourself 
by remembering that, in the final analy- 


sis, separating the wheat from the chaff wine makes it harder for them to divorce Dormant Benchgrafts 
will be easy, and you may obtain one or _ their opinions about the product from f $2.50 
two useful bits of advice. their opinions about the packaging.) pone: 

Also recognize that the opinions you Be sure to obtain a balance of male Rootstock Rootings 
receive will be conditioned to a large and female views and opinions, espe- from $1.00 
extent by the “mindset” of the indi- cially if one or the other viewpoint is 
vidual concerned. Hence, retailers tend not well-represented or accepted within (209) 897-2759 


to consider a “good” label to be one 
that sells easily, a graphic designer 
thinks it is one that looks stylish and 


and at least five colors! 

Seek to gain a range of viewpoints in- 
cluding at least some from within the 
retail and restaurant trades and espe- 
cially from people you would consider 
to be “typical” of your market. As a 
rule, it is wise to discount the opinions 
of those in the trade and to pay particu- 
lar attention to what your “typical” con- 
sumer has to say, even if that consumer 
is a Porsche-driving, yuppie, merchant 
banker whom you dislike intensely. 
(Opinion from those within the trade 
should be discounted because spending 
their every working day working with 


your winery’s decision-making process. 
Before deciding to change a label, it is 
also important to seek the views of 
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unique, while printers favor labels that _ those within the design or packaging in- 


The Joseph W. Ciatti Company 
Salutes the Wine Industry 


' Jith glasses raised high, we salute the continued 
growth and success of the wine industry in 
America. The Joseph W. Ciatti Company is 

proud to be a part of this success. We stand ready to make 

1995 an even more successful year by providing you with 


a full array of wine brokerage services, including: 


> Bulk wine sales 

> Custom grape-crushing contracts 

> Exports of U.S. wines 

> Grape sales 

> Closeout case goods sales 

> Market analysis and inventory valuation 


or 
JOSEP Se 09: 42 Miller Avenue, Mill Valley, California 9494] 
“Ot Sere By aie Phone: (415) 388-8301 Fax: (415) 388-0528 


A VE 


ADS Destemmer with 
Double-driving System 


¢ 2 independent vari-drive motors 


e Adjustable crushing rollers, 
3-100 mm 


¢ 10-120 TPH capacities 
e Destem, crush or destem and crush 


CORPORATE OFFICE 

1017 White Horse Pike Napa, CA 

Egg Harbor, NJ 08215 (800) 527-0197 
(609) 965-0074 FAX (609) 965-2509 


VIN@QUIRY 


Winemakers Service and Research Laboratory 


IHE ZEST OF 
ALL WORLDS 


At Vinquiry, 
the 7ELANICAL SOPHISTILATION of our 
testing equipment never replaces 
the personal side of our services. 


VINQUIRY, INC. m (707) 433-8869 = FAX (707) 433-2927 
16003 Healdsburg Avenue m Healdsburg, CA 95448 


Analysis, solutions and supplies for winemakers. 


Call or fax for our catalog of services and supplies. 
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dustry. Ideally, the opinions of those 
who do not have a vested interest in 
your label being changed should be ob- 
tained. 


What to expect 

Be skeptical of some of the “miracle” 
results claimed to emanate from other 
packaging changes. Recognize that 
within today’s highly competitive mar- 
ketplace for wine it is unlikely a mere 
change of label will have a significant and 
dramatic impact on sales. More likely, 
when a new or altered label better defines 
your position in the marketplace, it is a 
slow but steady improvement. 

Recognize, also, that changing labels 
too frequently is just as dangerous to 
your prospects as not changing enough. 
Consumers have less interest in and 
knowledge of your winery than you do. 
They find too many changes confusing 
and take longer to adjust to those 
changes than someone who works with 
the product every day. 

Trends may vary by region, of course, 
but the most common fault with many 
wine labels (especially in Australia) is 
that too many have become dated and 
tired and are long overdue for a tune-up 
and service. The history of design sug- 
gests that, over time, even some of our 
most treasured and popular icons 
(including the labels of Vegemite, 
Grange Hermitage, and Coca-Cola) 
have been amended and altered to keep 
them in tune with the marketplace. 

Today’s marketplace is changing at a 
much faster pace than ever before. In 
Australia, this fast pace coupled with 
Australia’s increased share of interna- 
tional wine markets, should have re- 
sulted in many labels being updated. 
That they have not been is a reflection 
of the misplaced conservatism that G.K. 
Chesterton so eloquently describes in 
the quote at the beginning of this ar- 
ticle. Too many wines (especially Aus- 
tralian) are being sent out into the 
world dressed in the equivalent of a 
twin set and pearls rather that some- 
thing more representative of modern- 
day Australia. a 

Guy Grant is a marketing consultant in 
Perth, Western Australia (WA), who first be- 
came involved in the wine industry through 
his association with Cape Mentelle Vineyards 
(WA) and Cloudy Bay Winery in New 
Zealand. This article was originally published 
in the December 1994, Australian Grape- 
grower & Winemaker and has been edited. 
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Article and illustrations 
by Greg Tatarian 


irds of prey, or raptors, have fasci- 

nated people for centuries; we 

watch their power and mastery of 

the air with wonder. As they 

work in the vineyard, most wine- 
grape growers see raptors in action 
every day. These aerial hunters can be- 
come beneficial partners in grower’s 
attempts to control rodent populations 
in the vineyard. 

Because they are cavity dwellers, barn 
owls and kestrels are the raptors most 
easily persuaded to use your vineyard 
for their nesting and hunting. 

We discussed the basic biology and 
characteristics of barn owls and how to 
encourage them to take up residence in 
man-made nest boxes in the May/ 
June’95 PWV. Here, we'll take a brief 
look at the American kestrel, Falco 
sparverius, and we'll also show how to 
maximize the vineyard hunting poten- 
tial of resident and migrating raptors by 
the installation of perches. 


North America’s smallest falcon 

The American kestrel, once more com- 
monly known as the sparrowhawk, is 
found throughout most parts of North 
America, except dense forests and areas 
of permanent snow cover and extreme 
deserts. There are many (13-16) subspe- 
cies of F. sparverius within its range, and 
other kestrel species are found through- 
out the world. The American kestrel is 
the smallest falcon found in North 
America.!?° 

The kestrel, like the barn owl, is most 
often associated with grassland habitat 
but has adapted well to life in the city, 
suburbs, and agricultural lands across its 
distribution. Also like the barn owl, the 
kestrel is a cavity-nester, and may use 
natural holes or crevices, or a wood- 
pecker’s hole in trees, crevices in build- 


ings, and rarely, old nests of other birds.' : 


We have even seen kestrels nesting on 
sheltered window ledges on buildings. 

The kestrel is a small bird, weighing 
an average of 110g, and ranging be- 
tween 85 to 130 grams. Length is about 
8.5 to 12 inches, wingspan 20 to 24 
inches. As in most raptor species, the 
female is roughly a third larger than the 
male — this phenomenon is called sexual 
size dimorphism. 

Kestrels also exhibit plumage dimor- 


Photos by Greg Tatarian 


CREATING HABITAT: 


Raptors 


‘In your 


vineyard 


Captive kestrel (top). 
Raptor perch pole at the end of a vine row (above), 
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phism, which is unusual in raptors. 
There are plumage differences between 
males, females, and immatures, but all 
have gray head crowns, reddish-brown 
crown patches on top, white cheeks, and 
two black mustache marks extending 
down from the brown eyes. The belly is 
buff with variable markings; the back is 
reddish-brown, with males showing 
blue-gray upper wing covert feathers 
with small black spots. The tail is red- 
dish-brown in each, with a black termi- 
nal band, that is larger in males.” 

The kestrel breeding season occurs a 
little later than with barn owls. From 
three to seven (usually 4-5) eggs are laid 
between mid-April and early June. In- 
cubation takes 29 to 31 days, and young 
leave the nest about 30 days after 
hatching.’ 

Large numbers of kestrels migrate 
seasonally, as observers can detect dur- 
ing winter months in most parts of Cali- 
fornia, when the little falcon can be seen 
on almost every other utility pole or 
line, fence post, or tall, dead tree 
branch. 

Showing their territorial nature, 
kestrels can often be seen dive-bombing 
perched red-tailed hawks while scream- 
ing their irritation: “Klee, klee, klee.” 
You may have seen them hunt, hover- 
ing almost like a larger, slower hum- 
mingbird. This method is a favorite of 
kestrels, though they also perch-hunt 
from trees, poles or fences, searching 
below them for a tasty mouse, vole, or 
grasshopper. 

Kestrels consume large numbers of 
insects (about 32% of their diet), mostly 
larger ones like grasshoppers (Order Or- 
thoptera) and beetles (Order Coleoptera). 
Meadow voles (Microtus sp.) and mice 
of various genera also comprise a very 
large part of their diet, and small birds 
such as sparrows and finches are some- 
times taken.'? 

Kestrels are beneficial to growers, 
and can be encouraged to nest in most 
vineyard locations by installing nest 
boxes. How many nest boxes to install 
is subjective; kestrel pairs appear to de- 
fend larger territories than do barn 
owls. So, population densities may not 
reach those of barn owls provided with 
nest boxes. Kestrels’ normal aggressive 
territorialism is diminished during the 
migration, when greater numbers of mi- 
grating kestrels and other raptors con- 
centrate in certain regions during the 
winter months. 
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Because the nest box is much smaller 
than a barn owl nest box, and because 
these two species do not compete, it is 
quite possible to mount the kestrel box on 
the same mounting pole, just above the 
barn owl box. We have observed no 
problems with this configuration and 
regularly recommend this to our clients. 

There are fewer designs available for 
kestrel nest boxes than for the barn owl, 
primarily because the existing designs are 
so effective (see plans). As with barn owl 
nest boxes, kestrel boxes should be in- 
stalled well before the nesting season (or 
at the latest, February 1). They should be 
cleaned or serviced only about twice each 
year — once in early September after the 
young have fledged, and again just be- 
fore nesting season begins. 

It is a good practice to remove all wood 
shavings used as nesting material in Sep- 
tember, and put new shavings into the 
box by February 1. Kestrels, like most 
birds, are very sensitive to nest distur- 
bance during egg-laying and incubating, 
and will often abandon the eggs if dis- 
turbed during this period. 

Follow the same recommendations 
regarding construction, finishing, sub- 
strate of shavings, and predator-proof- 
ing as outlined in the previous article 
on barn owls. 

We find the success of kestrel nest box 
programs in vineyards to be highly vari- 
able. Problems most often result from the 
obstruction of trellises and the height of 
the vines. Kestrels prefer open fields to 
areas of high or dense vegetation, but will 
hunt vine rows which aren’t too over- 
grown, and certainly will take advantage 
of vineyard borders and roads. Despite 
these limitations, nest boxes are cheap to 
make, easy to mount, and any kestrels on 
the ranch are better than none! 


Helping raptors to hunt in your 
vineyard 

Now that you’ve provided nesting 
habitat for barn owls and kestrels, you 
should be aware that there are other rap- 
tors which are also valuable hunters in 
the vineyard. While they only nest in 
trees suitable for building their own 
nests, and are not attracted by nest boxes, 
they are quite willing to use your vine- 
yard as their supermarket. You can en- 
courage this by providing well- 
designed perch poles in appropriate 
locations throughout the vineyard. 

As you may have noticed when ob- 
serving raptors, they are adaptive and 


GY PEELER 
CORE 


opportunistic — they’ll stand on the 
ground, small trees, buildings, transmis- 
sion towers, even wind generators on a 
calm day. Alongside roads, large raptors 
tend to use utility poles exclusively 
(often competing for them), while smaller 
species will use the lines as well. 


Hunting strategies 

When barn owls hunt at night for ro- 
dents, they typically use any convenient 
perch, whether it’s a tree trunk, branch, 
low bush, fence post, or even the ground. 
While the owl relies to a great extent on 
its remarkable hearing, eyesight is an im- 
portant part of foraging behavior. When 
a barn owl is hunting from a low perch, 
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say a fence post or a levee bank, its abil- 
ity to locate prey by sight and/or sound 
is reduced by the low angle between the 
owl and the prey item. 

When the owl hunts from a higher 
perch, it is often easier for it to target a 
prey item. Not only can it see and hear 
the rodent against the flat “sensory field” 
of the ground, but now it can 
detect it at a greater distance than when 
standing closer to the ground. This is es- 
pecially true when the sensory field in- 
cludes crops which are elevated above 
the ground, such as wine grapes. The ef- 
ficiency of prey capture is reduced by the 
height of the cover — in this case, the 
vines. Trellises and vine canopy create 
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both a physical and visual barrier be- 
tween aerial predators and their prey. 
While hunting from a higher position 
is less critical to barn owl hunting suc- 
cess, it is extremely important to 
diurnal raptors, which are active during 
the day and hunt almost exclusively by 
eyesight. These include red-tailed, red- 
shouldered, ferruginous, and American 
kestrels, and other resident raptors. 
When not hunting from a soar or while 
hovering, they rely on perches for peri- 
ods of non-activity and also as locations 


for opportunistic, sit-and-wait hunting, . 


and roosting.' 

Because perches can increase the area 
visible to the owls and hawks while hunt- 
ing, growers can often boost both the 
frequency of use by resident raptors and 
the area of coverage from each location 
by installing well-designed perch poles 
strategically throughout the vineyard. 


Migrant raptors 
Resident raptors are only one compo- 
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Attach roof with galv. 
screws, or hinges. Use 3/4 
plywood, or 1" x 10" x 8' pine 
or redwood. 

Place 2-3" wood chips or 
shavings (no cedar) in 
bottom of box. 

Mount box facing E to SE. 
Paint or seal outside only. 
Mount on pipe or pole, 15' - 
20' above ground. USE 
PREDATOR GUARD! 
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nent of the annual raptor population ina 
given area. It is important to realize that 
perch poles can also be used very inten- 
sively by migrating raptors, some of 
which may stop briefly to feed while on 
their journey, and others which spend 
several months overwintering in the area. 
Most raptors migrate twice each year 
— once in fall and again in late winter or 
early spring. These migrations may be ei- 
ther dispersal migrations, where young 
birds search the area around their nests 
for a new territory to establish; regional 
migrations by adults and juveniles which 
don’t have a direct south-north orienta- 
tion; or true south-north migrations 
where raptors move south for the winter 
and north to return to breeding ranges.* 
Seasonal migratory movements alone, 
and especially combined with resident 
raptor populations, often create a higher 
total population in an area during winter 
months. This aggregation of raptors 
causes a reduction in the territory size 
used and therefore defended by these 
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raptors during spring and summer 
months. This is the time when resident 
raptors, normally quick to repel a com- 
petitor, reduce their vigorous defense of 
their territory. 

Populations of raptors are limited by a 
lack of suitable hunting and roosting 
perches.° Growers, by equipping their 
vineyards with raptor perch poles, can 
take advantage of these higher seasonal 
population densities — not just the resi- 
dent populations — by providing a greater 
number of hunting and roosting locations. 


Placement of perch poles 

We recommend to our clients a 
“phased project” approach for nest 
boxes and for installation of perch poles. 
Once the locations for all perches have 
been mapped, they can be installed as 
time and budget permit. We also recom- 
mend that perches follow certain design 
constraints. 

We suggest staggering the perch 
placement throughout the vineyard to 
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The B-Cap is a laminated disc 
made of natural food waxes and 
recycled paper that covers and seals 
corks immediately after they’re 
inserted into the bottle. With its 
ease of application and attractive 
appearance, the B-Cap provides an 
elegant alternative to capsules. 


Attractive 

Your logo can be printed and foil 
stamped on the B-Cap. With the 
elimination of capsules, bottles can 
be finished with rings which provide 
better drip control. Corks can be- 
come a design feature. Optional neck 
labels can impart information while 
enhancing package appearance. 


User Friendly 

The B-Cap is removed with the 
cork, working easily with any 
standard opener. Clear capsules try 
for the B-Cap Look, but often 
deceive consumers to think there is 
no wrap to cut or tear off before 
removing the cork. B-Caps leave no 
remaining waste. 


Economical 

B-Caps are extremely cost- 
effective, with prices ranging from 
3.5 to 5 cents each, depending on 
quantity and specifications. Unlike 
capsules, the B-Cap delivery system 
is virtually immune to damage or 
loss. And, unlike topping corks with 
hot wax, maximum line speeds can 
be maintained with B-Caps. B-Caps 
can be applied manually, semi- 
automatically or automatically up 
to 400 bpm or more. 


Environmentally Correct 

The B-Cap is quickly and 
completely biodegradeable into 
little more than water, oxygen and 
carbon dioxide. Unlike many 
capsules which might pile up in 
disposal sites for decades before 
finally breaking down into toxic 
products, B-Caps leave no harmful 
trace in the environment. 


Tamper Evident 

Theoretically, no package is tamper 
proof. But the B-Cap paper is so 
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evident. A B-Cap is visibly damaged 
when its cork is removed from 
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maximize visual coverage of the area. 
Because raptors are territorial, it is best 
to place perches no closer than 75 to 100 
feet from each other. 

In vineyards with no other tall perch- 
ing structures nearby, perch poles need 
not extend more than five to ten feet 
above the top of the canopy. Where util- 
ity poles are within perhaps 75 feet of a 
proposed perch pole installation, a 
taller, more robust pole should be used. 

For best results, we suggest you in- 
stall poles which mimic utility pole ar- 
chitecture whenever possible. When 
budget, aesthetics, or other constraints 
make this impossible, go with the larg- 
est pole possible, and avoid small, 
flimsy materials which do not support 
the weight of a large raptor without 
swaying or vibrating (see diagram). 

Many raptors become habituated to 
utility poles and will often show a 
strong tendency to use perches identical 
or similar to utility poles. In fact, one 
study found a strong preference among 
large raptors for utility poles with mul- 
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tiple cross-beams.° There was a statisti- 
cally higher selection by the raptors of 
the lower cross-beam for perching, with 
the implication that the raptors were us- 
ing the top cross-beam for protection 
from harassment or attack by other 
avian species. 

We have had success with perch poles 
made from 4-inch x 4-inch x 21-ft. 
treated wood, 6-inch x 21-ft. peeler 
cores, even 4-inch x 4-inch extensions 
braced to existing trellis poles. If no 
crossbrace is used, the pole top should 
measure Six or seven inches square. A 
*s" plywood disk can be screwed onto 
the top of poles of smaller diameter to 
provide a suitable perching surface. 

If a single crossbrace is used, bolt it 
alongside the pole, about 16 inches below 
the top of the perch pole. This will pro- 
vide an added element of security for 
wary raptors. If two crossbraces are in- 
stalled, they should be separated by 
about 18 inches vertically. Crossbraces 
can be made from 18-inch to 24-inch 
lengths of peeler cores, or 2"x4's. While 
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in general, numerous perches are prefer- 
able, we recommend placing perches no 
closer than 75 yards apart, to limit 
aggressive territorial behavior by raptors. 

Perches incorporating each of these 
designs have been installed on several 
of our client’s vineyards in Napa 
County, CA. Among them is Shafer 
Vineyards’ Duhig property, where loca- 
tions of poles were mapped after a site 
assessment and topography evaluation. 
Doug Shafer has reported excellent re- 
sults, noting regular use by red-tailed 
hawks and kestrels, and he has repeat- 
edly observed hawks in the process of 
eating gophers while on the perches. 
Saintsbury, another winery with several 
vineyards in the Carneros region, has 
installed perch poles in each vineyard, 
and raptors have recently been observed 
using perches at two of the sites. 

In vineyards with mechanical pickers 
or other machinery that must extend 
over the vines, large poles are probably 
best reserved for areas outside the ser- 
vice area. However, pole extensions can 
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be seasonally bolted and unbolted to ac- 
commodate machinery. 


Conclusion 

It should be noted that encouraging 
greater populations of raptors in the 
vineyard may be counter-productive 
where pesticides are used. Organochlo- 
rine, organophosphate, and carbamate 
compounds have resulted in large-scale 
declines in raptor populations.’ Raptors 
may selectively hunt and take birds and 
animals affected by pesticides, which 
can result in secondary poisoning.’ 

Rodenticides, particularly second- 
generation anticoagulants such as 
difenacoum and brodifacoum, have 
been implicated in many raptor mor- 
talities.°*? Rodenticides which result in 
more rodent kills underground as op- 
posed to above ground, such as strych- 
nine, may possibly be a safer alternative 
in regards to most raptor species. 

In addition, limiting prey populations 
can have a limiting effect on the establish- 
ment of resident raptor populations, sim- 
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ply because food is less abundant. More 
studies are being conducted to determine 
the extent of effects on individuals and 
populations, but it should be safe to con- 
clude that exposure to poisons, and poi- 
soned rodents, should be limited to en- 
sure a healthy, reproductive population 
of raptors in the vineyard. 

The vineyard farming landscape is 
not always optimal for raptor hunting 
activity, but combining measures dis- 
cussed here and in the previous PWV 
report can increase the suitability of the 
vineyard for birds of prey — nature’s 
rodent patrol. a 


Greg Tatarian is a wildlife consultant and 
co-owner with his wife, Trish, of Wildlife Re- 
search Associates in Petaluma, CA — an in- 
dependent wildlife consulting business. Spe- 
cializing in raptors and bats, wildlife habitat 
enhancement for agriculture, and urban wild- 
life damage control, Greg is a regular speaker 
at farm conferences and holds permits with 
the California Department of Agriculture, 
Sonoma and Marin Counties, and California 
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Breaking the ‘rules’ — 


Red wine with fish 


by Rosina Tinari Wilson 


t’s white wine with fish, right? Well, 
yes ... but not always. This long- 
standing rule of thumb works just 
fine when both the seafood and the 
method of preparing it are light and 
simple. But start with a full-bodied fish, 
dress it up with flavor-packed ingredi- 
ents, or cook it in flavor-jolting ways — 
and you just might prefer a red wine. 

It stands to reason. The more flavor 
you have on the plate, the more flavor, 
clearly, you'll want in the glass. And the 
main thrust behind today’s freewheel- 
ing cooking style is achieving the big- 
gest, boldest flavors possible. 

In Seafood Pasta & Noodles — The New 
Classics (Ten Speed Press, October 1994), 
where each recipe comes with beverage 
recommendations, more than one-third 
of the 110 dishes — perhaps surpris- 
ingly — work well with red wine. 

Many of these recipes derive from 
time-honored classics: Penne Arrabbiata 
con Cozze (“quill pen” pasta with spicy 
tomato sauce and mussels), for example; 
Pasta Pissaladiere (a Provencal-inspired 
lasagne tart, topped with anchovies, ol- 
ives and slow-cooked onions); and My 
Mom’s Baked Burrida (a tomato-laced 
Ligurian fish stew) — and the choice of 
red wine as an option to white is tradi- 
tional as well. 

Other recipes are entirely new inven- 
tions: Seared Ahi and Four-Mushroom 
Sauce; Pappardelle with Swordfish, To- 
matoes and Balsamic Onions; and Hali- 
but with Ziti and Olive-Rosemary 
Tapenade, to name just a few. Regard- 
less of its origins, every one of these 
recipes emphasizes full, robust flavor — 
hence their compatibility with red wine. 

Fortunately, there are many ways of 
building flavor into food, even some- 


thing as inherently light as fish and 
shellfish. Cooking techniques such as 
grilling, broiling, and pan-searing boost 
the intensity of flavor in even a fairly 
delicate fish, while also crisping its sur- 
face and adding a smoky accent. Cara- 
melizing some of the secondary ingre- 
dients, such as onions, garlic or egg- 
plant, adds even more depth. Using 
strong-flavored seasoning ingredients 
— olives, black pepper, mushrooms 
and pungent herbs such as rosemary 
and sage — raises the flavor level to 
still greater heights. 

Certain fish look and taste so much 
like red meat to start with that red wine 
just seems a natural partner. Take fresh 
tuna (ahi), for example. In East-West 
Tuna Tartare, raw tuna joins anchovies, 
garlic, sesame oil, soy sauce and ginger; 
all flavors that marry well with a light 
red such as Beaujolais. Or dust the tuna 
with black pepper and sizzle it in hot 
oil instead, as in Seared Ahi with Four 
Mushroom Sauce, then sauce both the 
tuna and a bed of fresh fettuccine with 
a chunky blend of wild mushrooms, 
cream, sage and mushroom brie, and 
the dish can now handle an even bigger 
wine, such as a Pinot Noir or light Mer- 
lot. As a bonus, if you choose a Pinot 
Noir with black pepper and mush- 
room-earthy qualities, you'll magnify 
these specific flavors in both the wine 


. and the food. 


A Pinot Noir that has smoky flavors 
will echo the smoky grilled fish cubes 
and onion slabs in Pappardelle with 
Swordfish, Tomatoes and Onions. What's 
more, both fish and onions get a hefty 
dose of balsamic vinegar, a surefire red- 
wine-friendly flavor booster with a dark, 
woodsy taste, before grilling. 

In recipes such as Moroccan Shellfish 
Couscous and Tunisian Mussel Soup, 
the “sweet” spice of cinnamon and 
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cumin joins the fire of cayenne. Interest- 
ingly, when a wine such as Pinot Noir is 
barrel-aged, it can pick up similar spice 
nuances — since the oak wood contains 
some of the same flavor compounds 
(cinnamaldehyde, for example) that the 
spices themselves do. And if the wine is 
fruity as well, it can balance out the heat 
of the cayenne. 

Perhaps the most reliable way to en- 
sure that a recipe will be red-wine com- 
patible is to use red wine as an ingredi- 
ent in the preparation. In Spaghetti con 
Calamari and Linguine with Cioppino, 
for example, red wine goes into the to- 
mato sauce from the beginning, and a 
Valpolicella, Beaujolais, Zinfandel, or 
other light red in the glass makes an 
ideal quaff. 

In Seared Ahi with Wasabi-Ginger 
Beurre Rouge, a dry red wine forms the 
basis for a classic French red-wine but- 
ter sauce, which gets an East-West twist 
from wasabi (spicy Japanese horserad- 
ish) and ginger. Here again, a fruity red 
in the glass will help temper the heat of 
these palate-tingling Asian spices, as 
well as mirror the wine in the sauce. 

The wine you use in cooking doesn’t 
have to be exactly the same wine you'll 
ultimately serve — any decent dry red 
will do. Just make sure the wine you 
cook with isn’t tannic, to keep the end 
result from tasting metallic or bitter. 

The ultimate choice, of course, is up to 
you. You might still prefer a buttery, 
oaky Chardonnay with your grilled 
salmon — ora rich, nutty sparkling wine. 
Enjoy whatever wine suits you with your 
seafood — that’s the fun of pairing food 
and wine. But when the flavors on the 
plate are big and hearty, do try an occa- 
sional red. It’s just one more option that 
can help make the food, and the wine, 
taste as good as they possibly can. And 
that’s really what pairing these wonder- 
ful partners is all about. 


Tunisian-style Mussel Soup 
Serves 4-6 

This rather exotic dish balances the 
sweet, comforting flavor of cinnamon 
with the piquant spice of cumin and the 
heat of cayenne. You can vary the pro- 
portions to suit your own taste. 

4 ounces filini (“little threads”) or 1-inch 

pieces of vermicelli, cooked al dente 

3 dozen medium mussels (about 2 lbs) 

' cup water 

1 medium onion, finely chopped 

% cup olive oil 
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2 leeks, white part only, thinly sliced 2 green onions, thinly sliced (white part (about one cup), tomatoes, Fish Stock, @ 
2 stalks celery, with leaves, thinly sliced __ plus 2 inches of green) lemon juice, cumin, cinnamon and cay- 
3 cups finely chopped fresh or canned salt and freshly ground pepper to taste enne. Simmer 20 minutes to blend flavors. 
tomatoes Steam mussels with water until they Stir in parsley, green onions, pasta and 
2 cups Fish Stock (or bottled clam juice) open, about five minutes. Strain and re- mussels (in their shells); heat through. Ad- 
2 tablespoons lemon juice serve liquid. just seasonings and serve hot. 

1 teaspoon ground cumin Saute onion in olive oil over medium Wine suggestion: 

1 teaspoon ground cinnamon heat until soft and translucent, five to This spicy, tomato-rich dish can handle 
‘2 teaspoon cayenne, or to taste seven minutes. Stir in leeks and celery; a light- to medium-bodied fruity red 
1 cup fresh parsley leaves, coarsely saute until slightly wilted, four to five wine, as well as slightly sweet whites and 

chopped minutes. Add reserved mussel liquid — sparklers. 


BARREL BUILDERS inc. 


° Offering a complete line of barrel 
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° American and French 
toasted oak chips. 
In Napa: 
(707) 942-4219 
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Sa = oak 
East-West Tuna Tartare 
on crisp wonton chips 
Serves 6-8 

Inspired by steak tartare, with flavors 
from both Eastern and Western tradi- 
tions, this easy hors d’oeuvre is a great 
introduction to the succulence of raw 
fish. 

2 dozen wonton skins**, halved or quar- 
tered if desired 

4 cups peanut or other vegetable oil 

‘hb fresh ahi tuna, coarsely chopped 

2 anchovy filets, finely chopped or mashed 

2 cloves garlic, very finely minced 

2 tablespoons finely minced Japanese-style 
pickled ginger** 

or 1 tablespoon fresh ginger juice, 
squeezed through a garlic press 

2 green onions, very thinly sliced (white 
part plus 2 inches of green) 

4 cup fresh cilantro leaves, coarsely 
chopped 

2 tablespoons capers 

‘2 tablespoon sesame oil** 

"h tablespoon soy sauce 

1 teaspoon wasabi powder**, or to taste 

Fry wonton skins at 400°F in peanut 


Some label printers 
promise you anything... 
They tell you what you 

want to hear about prices, 
quality and delivery dates. 


= 


We tell you the truth and then make sure 
it really happens. That way you can make 
budgets that are realistic, get quality labels 
that really help sell your wine, and delivery 
dates that we really keep... 


: 


1401 TUBBS LANE : BOX 361 - CALISTOGA, CALIFORNIA 94515 « 707.942.6033 


you might say 
we’re the real thing. 


or other vegetable oil until crisp and 
golden, about 1 minute per side. (The 
noodles will puff up as they cook.) 

Using two forks, mix tuna with re- 
maining ingredients. Serve chilled as a 
dip or spread for wonton chips. 

Wine suggestion: 

To offset the spice, try a slightly sweet 
white or a light, fruity red. A sparkling 
wine will also pick up the toastiness of 
the crisp-fried noodles. 

** Available in Asian groceries or 
some supermarkets 


Spaghetti con calamari 
(Alla marinara) 
Serves 4-6 

Calamari, or squid, are as delicious, 
nutritious, versatile, and inexpensive as 
they are, alas, unpopular. True, they 
turn to rubber if you overcook them, 
and they’re a bit of a bother to clean, but 
their wonderful, sweet flavor is certainly 
worth the slight extra effort! 

1 lb. linguine, cooked al dente 

6 cloves garlic, finely minced 

'2 cup olive oil, divided 


4 cups fresh or canned pureed tomatoes 

‘hcup dry red wine 

‘4 cup fresh parsley leaves, coarsely 
chopped 

“cup fresh basil leaves, coarsely chopped 

2 lbs squid, cleaned and cut into rings 

salt and freshly ground pepper to taste 

Saute garlic in %4-cup olive oil over 
low-medium heat, Stirring often, until 
soft and fragrant, five to seven minutes. 
Stir in tomatoes and wine and cook, un- 
covered, until sauce thickens, about 30 
minutes. Add parsley and basil and sim- 
mer five minutes longer. 

In a separate pan, saute squid in re- 
maining olive oil until color just begins 
to change, one to two minutes. Stir into 
tomato sauce and adjust seasonings. 

Toss pasta with half the sauce; pour 
remaining sauce and squid on top and 
serve hot. 

Wine suggestion: 

With red wine built into the sauce, red 
wine in the glass is a natural. Choose 
something light and rustic like a 
Valpolicella, a Beaujolais, or a light Zin- 
fandel. 8 
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Getting the 
EDGE 
on stem 

conveyance 


by Dave Lombard, 
P.E. Winery Engineer 
Paul Masson Cellars, Madera, CA 


fficient stem conveyance from 

crushers has long been a problem 

in mechanized wineries. But at 

Canandaigua Wine Company’s 

Paul Masson Cellars (Madera, 

CA), the problem has been solved with 

a simple modification to a conventional 
screw conveyor with hanger bearings. 

Prior to the 1993 harvest, the stem 

conveyance system at Paul Masson Cel- 

lars was upgraded from a water flume 


LET US QUOTE 
ORDER 
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We have 


DORMANT VINES for ‘95 
with 250 acres of nursery rows 


to prove it 


SONOMA GRAPEVINES, INC. 


A STATEWIDE TEAM AT YOUR SERVICE 


ASK FOR OUR FREE VIDEO 


25" TROUGH 
24" SCREW 


O) 


fig. | 
2) ee) WB Ns 2" 
UHMW Strip 


and cleat conveyor to 24-inch standard 
pitch screw conveyors with a four-inch 
pipe shaft. Due to concerns about the 
tendency of stems to intertwine and 
“clump” around hanger bearings, the 
screw system was designed using ultra 
high molecular weight polymer 
(UHMW) strips secured axially in the 
screw trough to act as bearings for the 
screw (Fig. 1). This configuration allowed 
the screw to turn smoothly without giv- 
ing the stems a “dead zone” in which to 
build up and jam. 

The preponderance of machine-picked 
grapes crushed at Paul Masson provided 
an opportunity for further creative prob- 
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25" TROUGH 
24" SCREW 


fig. 2 
4 ea |/2" x 2" 
Carbon Steel Flat Bar 


lem solving. The machine-picked fruit 
often contained material other than 
grapes that wreaked havoc on the attach- 
ment system of the UHMW strips. Paul 
Masson’s mechanics became quite adept 
at replacing the strips under pressure 
from a frustrated cellar master with all 
three crushers shut down. 

When I began working at Paul 
Masson Cellars in February 1994, I held 
a “Whadda ya wanna fix?” meeting 
with the mechanics on my first day. 
Solving the problem with the stem 
screw conveyor was one of the major 
items mentioned. 

We were reluctant to use hanger bear- 
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We vetoed the flight edging on the as- 


Carbon Steel Flat Bar 
With Hanger Bearing 


sumption that it would be damaged by 
“foreign material” in much the same 
fashion the UHMW strips were. 

To test the strip-bearing concept, we 
installed the carbon steel strips on one 
of the screw conveyors (Fig. 2). The 
steel strips worked fine as long as the 
screw conveyor was loaded and wet. 
However, during the clean-up at the 
end of each crush day, the screw con- 
veyors are subject to long periods of 
dry rotation. When rotated dry, the 
steel strips created too much friction 
with the flight edging to work well. 

We removed the steel strips and in- 
stalled conventional hanger bearings. 

As harvest began, it appeared that the 


tom of the incline section of the screw 
conveyor would gradually increase until 
the drive motor stalled, due to excess 
material. 

After several incorrect diagnoses of 
the problem, it was noted that the pre- 
dominate movement of the stems on 
the screw conveyor was circular rather 
than linear. This had not been a prob- 
lem when using the UHMW strips. We 
installed a single length of 12-inch x 
2-inch carbon steel flat bar in the 
trough, 45° off the bottom on the “up” 
side of the rotation (Fig. 3). This bar 
provided an “edge” to catch the stem 
clumps in small bites and a “rail” to en- 
courage them to move axially. This 
worked so well that we extended the. 


screw conveyor would work well as it 
was. However, as crush volume in- 
creased, the incline section of the screw 
conveyor began to clog. The hanger bear- 
ings were not the problem, but rather the 
tendency of the stems to “throw over” 
and fall back as the screw conveyor ro- 
tated. The quantity of stems at the bot- 


strip the full length of the incline screw 
conveyor. 

This simple modification solved the 
problem, and no further difficulties re- 
lated to stem conveyance have been en- 
countered. The stems move smoothly up 
the edge and move through the gaps at 
the hanger bearings with no problems. 


ings because of the tendency for fibrous 
material such as stems to “clump” in the 
gaps in the flighting necessary to mount 
a hanger bearing. Vendors suggested us- 
ing UHMW flight edging or a system of 
strip bearings similar to the UHMW but 
constructed of carbon steel flat bar. 
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First-ever 


hey’ve lived among us for the last 

5,000 years. In the dark ages, they 

were depicted with pointed ears and 
horns. In the 1600s, they were shunned, 
banished, and even burned at the stake. 
Today, they are doctors, lawyers, fish 
mongers. You may even be married to 
one. Of course, they are the dreaded 
wine snobs. 

In an attempt to expose the lighter 
side of a business not usually known for 
levity, Bandiera Winery (Cloverdale, 
CA) announces the first Wine Snob 
Competition. The contest is open to 
anyone who has ever been held prisoner 
by a self-appointed wine expert. 

John Merritt (Bandiera Winery presi- 
dent) admits that his own experience 
with wine snobs is limited. “We make 
Napa Valley wine that sells for under 
$10/bottle,” he says, “so we don’t get to 
meet many wine snobs.” 

Most Bandiera customers prefer wine 
that tastes good to wine with labels that 
require translation. So, in an effort to 
better understand just what kind of stuff 
wine snobs are made of, Merritt created 
this contest. “We’re inviting people to 
write an essay about their favorite wine 
snob. If you are the snob, feel free to 
write about yourself — if you dare.” 

Grand prize is a weekend for two in 
the Napa Valley, all expenses paid, in- 
cluding airfare from anywhere in the 
U.S. An additional 50 finalists will re- 
ceive Bandiera Wine Snob T-Shirts and 
a certificate. 

Please mail entries of 500 words or 
less to: Wine Snob Competition, 1200 
Jefferson St., Napa, CA 94559. All en- 
tries become the property of Bandiera 
Winery. The winning entry and other 
selections of merit may be reprinted at 
will. Of course, credit will be given to 
the authors. 

All entries must be received by Sep- 
tember 1, 1995. Dates for the Grand 
Prize trip must be mutually agreeable. 
Winners will be announced on Septem- 
ber 15, 1995, and their essays will be 
made available to the national wine me- 
dia. “I hope these stories get wide dis- 
tribution,” says Merritt. “There is noth- 
ing funnier than a true wine snob. 
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ONGVIEW 


Once, your wine only needed 
to compete with other wines. 


Then, your wine and your label 
competed with other wines 
and labels. 


Now, your case is on the line. 


Your case becomes part of the 
wine display in many retail 
outlets. It competes with other 
cases for attention... 


Or does it? 


Longview can print and 
manufacture any type of 
corrugated wine container in 
our modern 225,000 sq. ft. 
facility. 


Our in-house Graphic and 
Structural Design Team will 
create or assist in any 
packaging design. 


Longview can efficiently and 
cost effectively produce multi- 
colored packaging and point- 
of-sales displays with our new 
5-color Flexo printer and other 
state of the art equipment. 


For more information, 
call Dennis G. McAuliffe 
at 1-800-821-8982. 
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8511 Blaine Street 
Oakland California 94621 


SMART VITICULTURE 


Row orientation 
of vineyards 


North to South, or East to West, 
For my vines, which direction is best? 


Vineyard row orientation is one of the most frequent ques- 
tions I receive. Should you plant north-south, east-west, or 
somewhere in between? Is it important anyway? 


Factors which determine row orientation 

There are several factors which are known to affect the row 
orientation decision. Of these, sunlight interception is con- 
sidered by many the most important. I do not always agree 
with this idea. There are also some factors in the individual 
vineyard such as wind direction, slope and aspect, soil 
changes and vineyard boundary orientation. These will be 
discussed in a later column. 


Sunlight interception 

Row direction will affect sunlight interception and hence 
potential yield and quality. This relationship will depend on 
cloudiness at the site and to a much lesser extent, latitude. 
Where the growing season is cloud-free, as for most Califor- 
nia vineyard regions, the choice of row direction will have 
some impact. For vineyards where cloudy conditions are 
more common, as in western Oregon, eastern U.S. and north- 
ern Europe, the row direction effect will be less pronounced. 

Clouds cause sunlight to be diffused, so that sunbeams 
come from all over the sky and not just the sun. For example, 


Solar track diagrams for 40°N showing solar position 
at different times of the day for the longest day (June 
22) and the spring (March 21) and autumn (Septem- 
ber 23) equinoxes. 


MARCH 21, JUNE 22 
SEPTEMBER 23 vs 


By Dr. Richard Smart 


\ on bright, sunny days you can see clear shad- 


ows, but not on overcast days. 
To understand the effect or row orientation 
on vineyards, we need to understand the daily 
and seasonal patterns of the sun’s apparent movement across 
the sky. (I say apparent because it is the Earth which is ac- 
tually moving, not the sun). 

Figure 1 is a so-called solar track diagram, drawn from the 
Smithsonian Meteorolgical Tables. This diagram is for lati- 
tude 40°; the vineyards of Napa and Sonoma are around 38° 
while those in Santa Maria and Bakersfield are around 35°. 

June 22 is the longest day of the year (the summer solstice), 
when the sun is highest in the sky at noon, at an angle of 
around 75° to the ground. In midsummer, the sun rises and 
sets in the northern part of the sky. At the equinoxes of March 
21 (around budbreak) and September 23 (around harvest), 
the sun rises due east and sets due west. In the middle of the 
day, it does not rise very high in the sky, to a maximum al- 
titude of only 50°. 

The differences in sunlight interception due to row alignment 
occur on the vine sides, and mostly around the mid morning 
and afternoon. About noon, when the sun is higher in the sky, 
there is less effect of row direction, as most of the direct sun- 
light is intercepted by the horizontal top of the vines. 

Figure 2 shows the effect of row orientation on the amount 
of sunlight on a vertical vine wall at different times of the 
day. North-south rows show peaks in midmorning and 
midafternoon, while for east-west rows, the maximum is 
around midday, and the total sunlight interception is less. 

Computer simulation studies by the author have indicated 
that there can be a substantial advantage of north-south rows 
over east-west rows in sunlight interception. For vineyards 
at latitude 35° and in midsummer, north-south rows intercept 
53% of the sunlight (on a daily basis), compared to 36% for 
east-west rows. The values will be similar for nearby lati- 
tudes. The difference will be less at other times in the grow- 
ing season. 


Row orientation and vine photosynthesis 

The French vine physiologist Champagnol discusses row 
orientation in his textbook Elements de Physiologie de la Vigne 
et de Viticulture Generale. He suggests that north-south row 
orientations are preferable for water-stressed vines. More 
sunlight is incident on the soil in the middle of the day when 
water stress is highest. 

Also, temperature conditions for north-south rows are gen- 
erally more favorable to photosynthesis in the midmorning 
when more sunlight is intercepted. Optimum temperatures 
for photosynthesis are 60° to 95°F. In hot viticultural regions, 
midafternoon temperatures and perhaps water stress are not 
optimal for photosynthesis, and so some of the advantage of 
north-south rows is lost. 

In some cool regions, however, morning temperatures will 
be less than 60° and limiting for photosynthesis, so again 
some of the potential gain of north-south over east-west rows 
is lost. In these regions (where water stress is generally less 
of a problem) afternoon photosynthesis may be more impor- 
tant due to warmer temperatures. 

For cool northern European climates, Champagnol sug- 
gests a row direction of east-west plus 20° (210°) which will 
give best light interception from midmorning throughout the 
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Sunlight interception by vertical walls of vine foliage 
oriented either north-south or east-west, December 
22, 35°N. Spacing is 8X5, vines 6'/ feet tall and 3 
feet wide. 


NORTH-SOUTH ROWS EAST-WEST ROWS 
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afternoon when temperatures for photosynthesis are warmer 
and less limiting. But sunlight interception will be less than 
for north-south rows. 


Row orientation and fruit composition 

Exposure of the fruit zone to sunlight can have important 
effects on grape composition. Fruit zone exposure gives bet- 
ter color and flavor, often better sugar, lower malic acid, and 
lower pH and potassium. Some of these effects are due to 
sun on leaves, some due to sun on fruit. 

Grape berries can be significantly warmed by sunlight, es- 
pecially when the wind is low. Warmer berries contain less 
malic acid for example, important in cooler climates. The 
leaves near the bunches are especially important for berry 
ripening, so it is important that they are well exposed to sun- 
light when temperatures are optimum for photosynthesis. 

All of this leads to considerations of fruit shading and row 
orientation. In the northern hemisphere, the sun is in the 
southern part of the sky most of the day in summer. Thus, 


south-facing slopes intercept more sunlight and are preferred 
as vineyard sites in very cool regions like northern Germany. 

The fruit zone on the southern side of east-west rows will 
therefore receive more sunlight than the northern side. Po- 
tentially, it could ripen earlier, and likely have higher qual- 
ity. I sometimes hear grapegrowers allude to this difference, 
especially for vines trained to the lyre system, where the fruit 
is at the base of the canopy, and curtains closer together. 
Whether this is important for single (or undivided canopies) 
will depend on how wide they are at the top, relative to their 
height. 

There are possibilities of fruit composition effects for north- 
south rows as well. While sunlight interception by the east 
and west-facing walls is similar, daily patterns of tempera- 
ture and water stress might favor photosynthesis on one side 
or another. For example, in a hot region, morning photosyn- 
thesis is most important, as too high temperatures and per- 
haps water stress can reduce the afternoon effectiveness. In 
a cool region, the west-facing wall will benefit from better 
conditions for photosynthesis in the afternoon. 

In hot regions, bunches on the western side of north-south 
rows can be affected by the sun, especially if sulfur is present. 
Many growers call this sunburn, but sometimes it is only a 
change in pigmentation. In any event, exposing the bunches 
from fruit set onwards will reduce this problem, as also will 
avoiding sudden exposure after veraison. 

It would be interesting to know if these effects are commer- 
cially important. Does anyone have some good data? 


Conclusion 

A north-south row orientation is generally preferred due to 
higher yield and quality potential. In fact, French experience 
suggests that the yield differences will likely not exceed 10- 
20%, but this is worth having. A future column will discuss 
some other vineyard and site factors which may affect the 
row direction decision. a 
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AUSTRALIA and NEW ZEALAND 
WINEGROWING TOUR 


led by Dr. Richard Smart * December 3-16, 1995 


The tour will visit some of the most famous vineyards and winer- 
ies in both countries. The focus will be on vineyard management 
practices affecting wine quality. 

e Australian regions to be visited are Barossa Valley, Riverland, 
Coonawarra, Geelong and Yarra Valley. 

* New Zealand regions to be visited include Gisbourne, Hawkes 
Bay, Nelson and Marlborough. 


Tour costs include all accomodations, internal travel 
by coach and air, and many meals with wine. 


Approximately USD $2500 (AUD $3380) double occupancy. 


FURTHER INFORMATION FROM: 
Bernice Smart, Smart Viticultural Services 
37 Bellevue Drive, Port Macquarie NSW 2444, Australia 
Phone: +61 65 84 0064, fax: +61 65 84 0121 
or Vinquiry at Healdsburg, CA 
Phone: 707/433-8875 fax: 707/ 433-2927 


Duarte Nursery invites you to meet California's best 


Vineyard Service Team 
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¢ a9 John oath 
The Duarte Nursery Big Pot Benchgraft is the 
best option for your vineyard. Our Vineyard 


Service Team is the best option for you. 


Each member of our Vineyard Service Team is experienced and qualified 
to serve you. We will meet you at your vineyard to assist you with: 


¢ Vineyard site and soil analysis 
e Vineyard design 

¢ Rootstock and scion selection 
¢ Preplant preparation 

e Vine care and establishment 


DUARTE NURSERY: 


Please call us for service before, during and after planting. 


Call Markus Bokisch at (209) 531-8414 for service in Napa, Lake, San 
Joaquin, Yolo, Sacramento, Solano and Sierra foothill counties. 


Call Stephan Daniels at (707) 484-8517 for service in Sonoma, Mendocino, 


Monterey, San Luis Obispo, Santa Maria and bay area counties. 1 = 8 () () = G R A F T E D 


Call John Duarte at Duarte Nursery (209) 531-0351 for service in 
Stanislaus, Merced, Madera, Fresno, Kings and Kern counties or anywhere. HUGHS ON): CALA FOR NIA 
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WINERY WATER & WASTE 


Dealing with charitable contributions of wine: 

Our winery is like all others: not a week passes without several 
requests for a donation of wine for a fund-raising affair of some 
kind. To accommodate every pleading for free wine would reduce 
a small winery's production available for sale to the critical level 
and create significant harm to the revenue stream. 

Bottled water companies and microbreweries are also on the 
worthy-cause hit list, so wineries are no longer standing alone in 
the free beverage arena. We have developed a rather simple rat- 
ing system to filter-out the less worthy requests for pro bono wine. 

° Do we like the venue? We tend to give high scores to large 
yachts, fancy hotels, museums, and art galleries. 

¢ How many people will be exposed to our wine? Most wine 
tasting functions last for several hours, thus a high people-to- 
hours quotient gets a high score. 

° Is the food fare available to wine donors standard or excep- 
tional? High marks for Beluga caviar, oysters-on-the-half-shell, 
and high-quality soft cheeses. Deductions for zucchini crudites 
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and yogurt dips. 

¢ Are prominent sports, political, or music/art 
personalities to be present? This adds little to the 
worth of the cause but certainly makes the event 
more interesting. 

Bo Barrett, general manager and winemaker at Chateau 
Montelena Winery (Calistoga, CA), has by far the best system for 
choosing the recipients of wine donations. Bo requires that the ap- 
plicant pledge unequivocal support for: (a) the wine industry, (b) 
moderate consumption of wine, and (c) four-square opposition to 
sin taxes that conveniently sweep the wine industry into the all- 
inclusive drug category. 

Chateau Montelena provides a sample letter for the entity re- 
questing gratis wine to address to The American Vintners Asso- 
ciation, Washington, D.C. 

This proactive stance, requiring every free wine recipient to have 
an official statement supporting the wine industry on file, should 
be a part of every winery’s business plan. 


Fencing, security locks, & signs 


All above-ground winery waste treatment systems by law 
must be fenced and appropriately posted with signs to warn 
would-be trespassers of potential hazards. As any security 
professional will be happy to state, “If someone is really de- 
termined to enter a fenced area, he or she will find a Way.” 
Liability, negligence, attractive nuisances, and wrongful 
death are all legal terms that can spell mega-sized problems 
for an operating winery. 


Keeping the bad guys out 

New wineries have the advantage of high-tech security 
and intrusion systems that were not readily available ten 
years ago. Vandals and thieves bent upon breaking and en- 
tering the main building will give considerable thought to 
their illegal acts if they believe there is an electronic system 
capable of detecting their presence and intent. 

If the waste treatment facilities are remote from the win- 
ery and the thoughtful designer has provided an alarm sig- 
nal system for system operating parameters (high water, 
pump status, power failure, etc.) and spare signal cable pairs, 
it is relatively easy to retrofit an intrusion and alarm system 
to protect the treatment works area. 

Motion sensors, infra-red beam activators, and body ther- 
mal heat sensors can together or individually provide a very 
sensitive security monitoring system. In the author's expe- 
rience, individuals entering a fenced and properly signed 
waste treatment area are probably from one of two groups: 

¢ children who are drawn to the open water ponds and 
mechanical/electrical equipment, or 

*° vandals intent upon inflicting damage to operating 
equipment. 

Locks on master control panels will discourage children, 
but may not deter category vandals. 


Locks and keys 

The winery’s lock and key system is still the first line of 
defense for access control. High-quality door locks and pad- 
locks are a wise investment and pay dividends in manage- 
ment peace-of-mind and control. 


Cellar workers need keys for access, but the winery has to 
be able to control unauthorized duplication of keys, which 
according to insurance company statistics, is the most fre- 
quent method of gaining entry for theft. Unexplained losses 
— resulting from use of an unauthorized duplicate key — 
are often not covered by insurance. If there is evidence that 
a lock has been “picked,” the loss is usually covered. 


Lock anatomy’ 

How can you prevent unauthorized duplication of keys? 
First, by using the right lock and key system. There are five 
basic types of lock cylinders: 

1) Common cylinders — mechanical cylinders that use 
tumbler pins which are lifted by the key, allowing the lock 
to rotate. Keys for these systems are easy to duplicate. 

2) Rekeyable cylinders — keys can be duplicated, but it is 
easier to make lock changes if a security breach is expected. 
These locks are easier to rekey than common cylinders. 

3) Interchangeable cylinders — like common cylinders, 
but designed to permit easy removal and exchange; two 
keys are required — one to unlock and the second to re- 
move the cylinder. 

4) Restricted keyway cylinders — keys and key blanks 
are controlled by the manufacturer and can’t be bought in 
a hardware store. The manufacturer has a contractual rela- 
tionship with certified locksmiths, governmental entities, 
and some private institutions (hospitals, etc.). Unless the 
key and lock combination are patented, a key blank manu- 
facturer can duplicate the restricted keyway blank. 

5) Patented systems — unique locking systems that are so 
mechanically /structurally different that they can be patented. 
It is unlawful to duplicate the keys, although an unethical lock- 
smith could probably produce a duplicate, but not easily. 

There are also methods for keying the many locks ina 
winery to allow opening of only certain locks in a particu- 
lar category. For example a submaster for Group “A” 
spaces. Group “B” spaces would have a key that only opens 
Group “B”, and so on. A master key AB could open both of 
those spaces while a grand-master key could open all 
spaces/Peroups (GAB, G74 De etc.) 


66 JULY / AUGUST 1995_PWV 


WINERY WATER & WASTE 


O’SULLIVAN 
COATINGS 


Superior Food-Grade Coatings 
For Wineries & Vineyards 


Fencing and signs 

Fencing for the waste treatment area should consist of a 
minimum lower run of four-inch by four-inch galvanized 
sheep wire with two strands of barbed wire on top. Galva- 
nized two-inch pipe posts and braces set in concrete will 
provide a permanent support system for the continuous 
wire network. 

Most small animals (rabbits, squirrels, and raccoons) can’t 
be excluded from the ponds. Raccoons seem to enjoy using 
the shallow outlet weirs at the margins of aeration and set- 
tling cells for their ritual food washing. 

In the author’s experience, it is almost impossible to pre- 
vent the entry of deer except with seven- to nine-foot fences 
and even then, deer find an uphill location where they can 
enter, but cannot leave. 

Signs should be aluminum approximately 12 inches-by-18 


Coatings for: 
+ Barrels 


> Floors 

© Gondolas 

> Bottling Lines 
© All Winery 


Equipment inches in size, with red letters on a white background, al- 
though local governmental signage specifications may re- 
quire different colors or sizes. Posting should be every 50 feet 

Exclusive A gen ts maximum on the perimeter fence. 8 
References 


1. “Making Informed Choices About Security, 1995,” Smith, Tom. 
Plant Services, pp 63-77, March 1995. 

David Storm is a consulting sanitary engineer specializing in winery util- 
ity systems and the owner of Winters Winery, Winters, CA. 


Pickering Winery Supply 


888 Post Street 1) San Francisco, CA 94109 


(415) 474-1588 


ROHM ENZYMES, 
SCOTT LABORATORIES & YOU... 


Your Wholesaler for Wine Accessories and Wine Books 


& 


We offer the most competitive prices 
with the most reliable service in the industry. 


& 

“One Stop Shopping” for 

ff Imprinted corkscrews and corkpullers 
Imprinted glasses (Libby & Durand) 


For years winemakers 
have expected the best 
enzymes and service from 
Rohm and Scott Laboratories. 
We have built our reputations 
living up to those expectations. 


Ask us about Réhm’s variety of 
enzyme preparations for improving 
settling, pressability and filtration as 
well as providing beneficial enzyme 
activities to compliment your wine style. 


Screwpull products (imprinted, carded, or boxed) 
The largest selection of wine books, cookbooks, 


posters and videos. 
=e Many more wine accessories: wine racks, unique 
& corkscrews, chillers, private preserve, pewter 
A and silver giftware. 


& 


Call for our complete catalogue 
155 Connecticut Street, San Francisco, CA 94107 
Phone: 800-231-9463 - Fax: 415-864-0377 


-,,.EXPECT THE BEST 
FROM A WINNING COMBINATION! 


Oscol 


2220 Pine View Way P.O. Box 4559 ¢ Petaluma, CA 94955-4559 
707-765-6666 © Outside CA Call 800-821-7254 


1845 Sandstone Manor #14 Pickering Ontario Canada L1W 3X9 ¢ 905-839-9463 


PWV _JULY/ AUGUST 1995 


HOME WINEMAKING 


Color extraction 
in red wine 


Whether home winemakers like it or not, people respond to 
depth and intensity of color in red wines. Color extraction is 
an especially troublesome issue for Pinot Noir producers, 
since Pinot Noir has a less complex profile of pigments than 
Cabernet Sauvignon or Zinfandel, and there are fewer of 
these compounds in Pinot Noir. Trying to compete with 
other reds in the marketplace, Pinot Noir starts at a natural 
disadvantage. 

Is color a valid parameter by which to rate overall red wine 
quality? The best Pinot Noir I’ve tasted wasn’t anywhere 
near the darkest; neither was the best Cabernet Sauvignon. 
On the other hand, the darker ones do tend to be better. The 
cruel reality is that the consuming public is visually oriented, 
so depth of color is commercially important. 

The highly motivated research staff at Oregon State Uni- 
versity (OSU) is researching what contributes to better color 
in Pinot Noir. Researchers are looking at what can be done in 
the vineyard to improve color, and they are looking at some 
different processing parameters to improve color. Taking ad- 
vantage of these parameters may help home winemakers 
improve the color of their red wines. 

Composition of the grapes is the single most important fac- 
tor. If the color isn’t in the grapes — you aren’t going to get 
color in the wine (ethically, anyway). The OSU research staff 
recognizes this and has other research ongoing to look at 
grape-growing practices that can improve color in Pinot Noir. 

There is not much home winemakers can do about grape 
composition other than buy from good sources. But there are 
processing factors which we can try to control. 

After grapes, probably the most important factor is fermen- 
tation temperature. Small lots may require artificial heating. 

The university staff tested Pinot noir musts treated in three 
vintages, 1992, 1993 and 1994 using the following methods: 

1) Stemmed, crushed, fermented and pressed at cap fall 

(control). 

2) Pressed at four (!) days into fermentation. 

3) Cold pre-macerated for five days prior to fermentation. 

4) Held on skins for five days after cap fall. 

5) Held on skins for 15 days after cap fall. 

(Other tests have been done with different yeasts, various 
enzymes, and varying SO, levels. More testing must be 
done before conclusions can be drawn with respect to these 
parameters.) 

The research produced many chromatographs of the result- 
ing wines, showing the phenolic profiles (phenolics are the 
color-bearing parts in wine) at different times in the wines’ 
development. 

No single method stood out as best for color in all three 
years. Clear losers were the early press and the 15-day post- 
fermentation maceration. Generally speaking, the traditional 
press at cap fall showed some of the best color as did the 
pre-fermentation cold maceration. Five-day post-maceration 
was slightly less effective in extracting color overall, but out- 
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performed the pre-macerated lots in 1994. 

Predictable from the analysis was that cold 
pre-maceration extracted water-soluble pheno- 
lics and post-maceration extracted alcohol- 
soluble phenolics. 

Barney Watson, the primary OSU researcher, emphasizes 
that fruit composition varies quite a bit from vintage to vin- 
tage and also from place to place. Knowing how different 
processes can affect different grape compositions leads to 
potentially better control. 

What does all this mean to a home winemaker? The message 
I get is to do a cold soak for a couple days (not easy without 
means to keep the must cool), then start fermenting to reach a 
peak near 90°F or so, then reduce the fermentation temperature 
for a nice long fermentation. After cap fall, leave the wine on 
the skins for a few more days. Red wines, after all, have only 
this one chance to get what they can from the skins. 

There are some real difficulties here, of course. Holding 
must down below 50°F for days is tough without refrigera- 
tion. Heating the must isn’t too hard. A space heater or elec- 
tric blanket is sufficient. After cap fall, with the cessation of 
CO, production, volatile acidity can begin to form if the 
must is exposed to oxygen. 

I recommend only leaving wine on the skins after cap fall if 
you have the ability to blanket the must with some oxygen-ex- 
cluding gas, such as CO, or argon. That requires a gas source 
and a somewhat sealable container. fi 


Barrels as fine 
as the wine they hold 


From the heart of the Ozarks, World Cooperage Company 
supplies premium quality French and American oak barrels 
to the winemakers and master distillers of the world. 


Our Preweu & Americ Onx Wine BarReLs FEATURE: 
® Seasoned, air-dried timber 

® Slow toasting over oak fires for over 40 minutes 

® Toasted heads with deep, penetrating toast 

® 200 litre and 225 litre sizes 

¥ Most competitive prices in the industry 


World Cooperage Company 


A Subsidiary of Independent Stave Company, Inc 


Main Office 
P.O. Box 1659 


Napa Valley 

4391 Broadway 

American Canyon, CA 94589 
Phone: 707-644-2530 
PAX: 707-644-8218 


1078 South Jefferson 
Lebanon, MO 65536 
Phone; 417-588-4151 
FAX: 417-588-3344 


Export Orders Accepted by Independent Stave Company Intemational, Inc. 
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BOOKSHELF 


USE THE BOOK ORDER FORM ON THE POSTAGE- PAID ENVELOPE IN THIS ISSUE ° Your wine books promptly shipped from one source. 


Angels’ Visits 

D. Darlington 

An inquiry into the mystery of Zinfandel. 
Interviews with Paul Draper of Ridge Winery 
and Joel Peterson of Ravenswood Winery. 
278pp—$19.95 Order #AV-Zin 


Biology of the Grapevine 

Mullins, Bouquet and Williams 

Covers the growing of grapes and includes 
the genetics, anatomy and physiology 
of the grapevine. 
239pp-$49.95 Order #PWV-BG 
NEW! 

New Classic Wines 

Oz Clarke 

Well-informed, enthusiastic, in-depth 
reports of how and why behind wine styles 
of 63 winemakers in six countries. 
272pp-$30.00 Order #NCW-OC 


NEW! 

Clonal Selection Symposium (Intl.) 
Proceedings 

Portland, OR (ASEV). 


160pp-$25.00 Order ASEV-CS 


Cool Climate Viticulture/Enology 
Proceedings 

35 papers from Australia, Canada, Germany, 
Italy, New Zealand, Switzerland, and United 
States 


222 pp-$15.00 Order #COLCL-3 


Cover Crops: A Practical Tool for Vine- 
yard Management 1993 ASEV Proceedings 
80pp—$25.00 Order #ASEV-CC 


Heartbreak Grape (The) 

A California winemaker’s search for the 
perfect Pinot Noir 

Marq de Villiers 

A detailed, wittily, irreverent, and whimsi- 
cally romantic story of Josh Jensen and 
Calera Wine Company 


197pp—$23.00 Order #PWV-HG 


Knowing and Making Wine 
Emile Peynaud 


391pp—$54.95 Order #898 


Lexiwine 

Paul Cadiau 

English/French wine dictionary contains over 
3,500 words and phrases on grapegrowing 
and winemaking. 


$10.95 Order #6554 


Portugal’s Wines & Winemakers 

Port, Madeira & regional wines 

Richard Mayson 

Covers all aspects of Portuguese wine, in- 
cluding Port, Madeira, and Rose wines. 
229pp—$34.95 Order #6679 


Production of Grapes and Wines in 
Cool Climates 

David Jackson, Danny Shuster 

193pp— $24.95 paperback Order# 757 


Refrigeration for Winemakers 
R, White, B. Adamson, B. Rankine 
96pp—$25.00 Order #PWV-RFW 


Clean Berms How? 


The KIMCO 
In-Row-Tiller_ 


After 


Before 


Y Cut herbicide costs now 

Y Double units for larger growers 
Y Front mount for narrow rows 

Y/Y Heavy duty for tough conditions 


For Details Call 


1-800-356-9641 


KIMCO MFG., INC. 


FRESNO, CALIFORNIA 


Rootstocks for Grapevines 

D.P. Pongracz 

Covers a wide variety of rootstock-related 
topics, reasons for grafting, soil adaption, 
influence on crop quality and size, and gen- 
eral ampelography. 


150pp—$30.00 Order #PWV-RG 


Sunlight into Wine 

R. Smart/ M. Robinson 

Quality assurance in vineyards, Canopy man- 
agement and economics, Improvement of 
canopy microclimates, Importance of wine- 
grape canopies, Construction of trellis 
systems. 


88pp—$35.00 Order #Sun-SR 


IMPROVED! 

Techniques for Chemical Analysis and 
Stability Tests of Grape Juice and Wine 
Patrick Iland, Andrew Ewart and John Sitters 
Sampling procedures, analytical methods 
and techniques, stability tests and fining 
trials for the laboratory. 


65pp—$50.00 Order #PWV-TCA 


Vineyard Management Practices: An En- 
vironmental Approach to Development 
and Maintenance 

Southern Sonoma Resource Conservation 
District and Soil Conservation Service (U.S. 
Dept. of Agriculture) 


300pp—$29.95 Order #VMP-SCS 


Vines, Grapes & Wines 
Janis Robinson 


280pp—$39.95 Order #960 


Viticulture, Vol. Il, 

Practices in Australia 

B.G. Coombe, P.R. Dry 

Grapevine propagation, vineyard establish- 
ment, pruning, canopy management, 
irrigation, drainage and soil salinity, soil man- 
agement and frost control; grapevine 
nutrition, grape pests, disease, protection. 
384pp—$42.50 Order #AIP-VIT-II 


Viticulture & Environment 

John Gladstones 

Selection of site, variety and cultural prac- 
tices. Detailed climatic analysis of Australian 
and world viticultural areas, evaluation of 
new viticultural sites and possible changes 
in the climatic conditions. 
310pp—$45.00 


Wine Aroma Defects 
1992 ASEV-ES Workshop Proceedings 
92pp—$15.00 Order #ASEV-WAD 


NEW! 

Wine Analysis and Production 

B. Zoecklein, K. Fugelsang, 

B. Gump, F. Nury 

A practical understanding of quick screening 
assays, wet chemical and instrument anaylsis 
plus results and interpretation of winemaking. 
512pp—$79.95 Order # CH-WAP 


Winegrape Grower’s Guide (Oregon) 
Oregon Winegrowers’ Association 
Viticulturists, researchers, and winemakers 
combine efforts into 30 chapters on: Selec- 
tion of variety/site, rootstock, spacing, 
training, trellising, grapevine propagation, 
fertilization, pest management, yield predic- 
tion, winter injury, vineyard economics. 
264pp— $29.95 Order #PWV-OWGG 


Order #WT-V&E 


Sunday, August 13, 1995 
1-6 pm 
Richard’s Grove on Slusser Road 
next to Sonoma-Cutrer 
Fulton, CA 
Donation: $75 per person 


The winemaking alumni of the Department of 
Viticulture & Enology, University of Califor- 
nia, Davis and the Sonoma Culinary Guild 
invite you to join them for a fun-filled after- 
noon of wine tasting, food, and rock-and-roll. 
Wines will be poured by the winemakers 
and food will be prepared and served by the 
chefs. Proceeds from this fundraiser are ear- 
marked for upgrading the department's 
Oakville Experimental Vineyard. 
Attendance is limited to 1,000. 


For further information, 
contact: Walt Winton, 
Department of Viticulture 
& Enology, UC Davis, 
Phone: 916/752-0697. 


SUBSCRIPTION ORDER FORM 
L} YES! | want my own subscription to PRACTICAL WINERY & VINEYARD 
at the introductory subscription rate of $29/year for SIX issues. 


SIGNATURE: DATE: 

PLEASE PRINT BUSINESS / ORGANIZATION 

Name: 

Address: 

City/State/Zip: 

INTRODUCTORY SUBSCRIPTION RATES 

(Payable in U.S. funds): PREFERRED METHOD OF PAYMENT: 

L] United States $29 PAYMENT ENCLOSED (at $29 introductory rate) 
L) Surface delivery outside U.S.A. $10 (| BILL ME (at regular rate $31) 

CL) Airmail delivery outside U.S.A. $18 [] Payment enclosed $ 


PRACTICAL WINERY & VINEYARD BOOKSHELF ORDER FORM = 15 Grande Paseo, San Rafael, CA 94903-1534 
Please send the following books: Phone: 415/479-5819 


Quantity Title No. Price 


Check or money order only — For overseas orders via sea mail add $5 postage for 1 book, $9 for 2 or more books. 


Sub Total: 


SHIP TO: 
Name California add sales tax 
Address Shipping and handling| $4.50 


Ci State ZIP TOTAL 
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GUERRILLA MARKETING 
by Jay Conrad Levinson 


Perils of showtime 


Marketing is always more effective when it’s selltime rather 
than showtime. Marketing must capture attention and 
arouse interest to be noticed, let alone motivate people to 
purchase your wines, but it’s got to do a lot more than that. 

Capturing attention can be as simple as biting your toenails 
in public. But this is not marketing. It is expensive silliness 
that is often served up as marketing. The people who create 
and pay for this kind of tomfoolery have the idea that 
showtime is the name of the game. 

Guerrilla marketers love shows, but they know deep in 
their hearts that marketing time is not showtime. And they 
know that they must forever resist the allure of show busi- 
ness. To be a guerrilla, you’ve got to get your kicks from 
honest profits rather than roaring crowds. 

When you create a marketing weapon, you are a salesper- 
son, not a showperson. You want the people who read your 
materials to get enough information to be persuaded to buy 
your wines. Your job is to provide that information and cre- 
ate that desire. 

Knowing this, be as entertaining as you want, encasing and 
surrounding your wines with as much glitz and glamour as 
you want — just as long as the glitz doesn’t gum up the re- 
sponse rates to your marketing. Any trace of cleverness runs 
the risk of getting in the way of your basic message. This is 
true of humor, art, and all the other scene-stealers that have 
caused innocent wineries to waste millions of marketing dol- 
lars. Millions may be an understatement. 

Guerrilla wineries create powerful selling ideas, then set up 
an atmosphere of showtime with the wine as the star. And 
most of the time, they walk away from showtime altogether. 
No, let me change that: they run away. 

Given the chance, your prospects will remember the 
showtime glitter and not the marketing idea, even if it was a 
gem. Stress your benefits, your uniqueness, your desirabil- 
ity. Aim your message to one person at a time rather than a 
throng waiting to be entertained. Ask for action. The action 
you want is not a belly laugh, but a purchase. 

Although showtime almost always upstages selltime, 
people think that marketing and showtime blend like ham 
and eggs. The truth is they blend like ham and peanut but- 
ter. Instead of looking for the idea in your wines, audiences 
are conditioned to look for the show. Your uphill battle is to 
keep them happy with your wine by making IT the show. 

Showtime is expensive to produce, tempting to run in the 
media, fun to watch, and easy to love. But is it guerrilla mar- 
keting? Hardly. Guerrillas get their entertainment from their 
profit and loss statements. They create marketing that causes 
people to say “I want that wine” rather than “I liked that 
commercial!” If you think that marketing is a jungle, 
showtime is a minefield. 

(Jay Conrad Levinson is the author of the international best-selling 
marketing series: Guerrilla Marketing, Guerrilla Marketing Attack, 
Guerrilla Marketing Weapons, Guerrilla Marketing Excellence, 
Guerrilla Advertising and The Guerrilla Marketing Handbook, and 
co-founder of Guerrilla Marketing International. For a free catalog, call 
or write to Guerrilla Marketing International, PO Box 1336, Mill Val- 
ley, CA 94942. 800/748-6444, in California, call 415/381-8361, or E-Mail 
GM Intl @ AOL.Com. 


gold medal winner 


Renewing premium oak flavors in depleted oak 
barrels or stainless steel tanks is simple with 
Innerstave. 


Our oak matrix was developed to produce the 
aging flavors of new French oak barrels and new 
American oak barrels. 


All woods are air-dried and each Innerstave 
product is toasted to the winemaker’s 
specifications. Innerstave can be installed in 
any combination of toast levels (light to heavy) 
and by varying the toast levels, the winemaker 
is able to create his or her preferred flavors for 
each wine. Wood quantity (wood to wine ratio) 
can be varied allowing the winemaker to 
determine the intensity of oak flavor. 


While our flavor target is vanilla with toasty flavors, 
other flavors have been developed by Innerstave 
such as sweet, toasted graham, dark roast coffee, 
coconut, chocolate, maple syrup, caramel, brown 
sugar and toasted almond or hazelnut. 


Wineries using Innerstave have received accolades 
for the oak character imparted by Innerstave in 
their wines. Wines made in barrels and tanks 
containing Innerstave win gold and platinum 
medals. 


For more information, call 


INNERSTAVE 


24200 Arnold Drive * Sonoma, CA 95476 
Phone: 707-996-8781 © Fax: 707-996-1157 
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ADVERTISER PRODUCT/SERVICE INDEX 


BARREL BROKER/Cooperage 
Supplies 
Barrel Builders 
Bluegrass Cooperage 
Boswell Co. 
Canton Cooperage 
Innerstave 
Knox Industries 
Pickering Winery Supply 
StaVin 
Tonnellerie Francaise 
Tonnellerie Radoux 
World Cooperage Co. 


BOTTLES (Glass) 
Anchor Glass Container 
California Glass 
ENCORE! 


BOTTLING EQUIPMENT 
The Compleat Winemaker 


Criveller Co. 

KHS Machines 

KLR Machines 
Pechiney Cork & Seal 
RLS Equipment 


BULK WINE BROKER 
Ciatti Wine Brokers 


CAPSULES 
California Glass 
KLR Machines 
Lafitte Cork & Capsule 
Maverick Enterprises 
Pickering Winery Supply 
RLS Equipment 
Ramondin 
Scott Laboratories 
VKN Nackenheim 


CHEMICALS 
Criveller Co. 
Pickering Winery Supply 
Vinquiry 


CLEANING Equipment/Supplies 
The Compleat Winemaker 


Electro-Steam 
EuroMachines 

Key Industrial 

Napa Fermentations 
Pickering Winery Supply 


CLOSURES 
Pechiney Cork & Seal 
SupremeCorq 
The Wine Cap Co. 


COMPUTER SERVICES 
Data Consulting 
Pickering Winery Supply 


CORKS 
California Glass 
Cork Associates 
Cork Supply International 
fp Portocork 
KLR Machines 
Lafitte Cork & Capsule 
Pechiney Cork & Seal 
Pickering Winery Supply 
RLS Equipment 
Scott Laboratories 


CUSTOM PROCESSING 
PBS WineGroup 


Dealcoholization/Desulfiting 


ConeTech, Inc 
KLR Machines 


DESTEMMER-CRUSHERS 


Compleat Winemaker 
Criveller Co. 
EuroMachines 

KHS Machines 

KLR Machines 

RLS Equipment 

Scott Laboratories 


GRAPE/WINE Associations 


Lake County Growers 


FILTER EQUIPMENT 


Compleat Winemaker 
Criveller Co. 

KLR Machines 

RLS Equipment 

Scott Laboratories 


FILTER MEDIA 


KLR Machines 
Scott Laboratories 


FINING AGENTS 


Criveller Co. 
KLR Machines 
Scott Laboratories 


LABEL APPROVAL (Assistance) 


Government Liaison Services 


LABELS (Design) 


Buttitta Design 
Colonna Farrell 
Gordon Graphics 
Tapp Technology 


LABELS (Printing) 
Calistoga Press 


Fasson Roll Div. 
Gordon Graphics 
Tapp Technology 


LABORATORIES (Materials/ 


Wine Analysis) 
ETS Labs 


Scott Laboratories 
Vinquiry 


MALOLACTIC BACTERIA 
Pickering Winery Supply 
Scott Laboratories 
Vinquiry 


NURSERY 
Duarte Nursery 
Sonoma Grapevines 
Sunridge Nursery 
Vintage Nurseries 


PACKAGING 
California Glass 
Cal-Pak Caliber 
ENCORE! 

Longview Fibre 
Naylor Wine Cellars 
Rock-Tenn Co. 
Ruszel Woodworks 


PRESSES 
Criveller Co. 
EuroMachines 
fp Packaging 
KLR Machines 
RLS Equipment 
Scott Laboratories 


PUMPS 
The Compleat Winemaker 
Criveller Co. 
EuroMachines 
KLR Machines 
Napa Fermentations 
RLS Equipment 
Scott Labs 


TANKS (Metal) 
Westec 


TASTING ROOM Supplies 
California Glass Co. 


Naylor Wine Cellars 
Wine Appreciation Guild 


TRADEMARK SEARCHES 
Government Liaison Services 


VINEYARD Equipment/Supplies 
A & P Ag 


Bird-X 

EuroMachines 

Kimco Manufacturing 
T-Systems 


WELDING/STEEL Fabrication 


Westec 


YEAST 
Criveller Co 
Enoferm 
Pickering Winery Supply 
Scott Laboratories 
Vinquiry 


Classified ads are on page 71. 


Anchor Glass Container 4 


A&P Ag 17 
Barrel Builders 56 
Bird-X 28 
Blue Grass Cooperage 54 
Boswell Company 71 
Buttitta Design 46 
California Glass 21 
Cal-Pac Caliber 7S) 
Calistoga Press 57 
Canton Cooperage 41 
Ciatti & Company 47 
Colonna Farrell 44 
Compleat Winemaker 56 
ConTech 15 
Cork Associates 16 
Cork Supply Intl. 24 
Criveller Company 56 
Data Consulting 71 
Duarte Nursery 64 
Electro-Steam Gen. 56 
Encore/Decanter 26 
Enoferm 59 
EuroMachines 16 
ETS Laboratories 26 
Fasson Roll Div. 40 
fp Portocork, Inc. 72. 
Gordon Graphics 59 
Goverment Liaison 53 
innerstave 69 
KHS Machines 11 
Key Industrial 58 


707/258-6190 
209/685-8700 
800/365-8231 

800/860-0473 

707/939-9790 
415/457-3955 
707/431-1257 
510/635-7700 
707/747-1055 
707/942-6033 
800/692-9888 
415/388-8301 

707/963-5865 

707/963-9681 

408/755-0805 
707/224-6000 
707/746-0353 

905/357-2930 
707/874-3067 
800/GRAFTED 
800/634-8177 
510/234-5670 
707/433-8869 
703/825-5700 
707/963-4806 
216/354-7411 

707/258-3930 
415/883-0455 
800/642-6564 
707/996-8781 

707/763-4844 
707/252-0312 


707/258-6194 
209/685-8622 
707/942-5426 
312/648-0319 
707/939-9791 
415/457-0304 
707/431-1507 
510/638-7624 
707/747-1064 
707/942-5711 
502/692-3998 
415/388-0528 
707/963-5756 
707/963-7739 
408/753-1006 
707/224-7616 
707/746-7471 
905/374-2930 
707/874-1635 
209/531-0352 
703/549-0664 
510/234-0433 
707/433-2927 
703/825-5789 
707/963-1054 
216/354-7959 
707/258-3935 
415/883-5124 
703/525-8451 
707/996-1157 
707/763-6997 
707/252-9054 


Lee Whalen Kimco Mfg., Inc. 68 
Devin Stout KLR Machines, | 

Phil Burton Knox Industries 

Mike Schless Lafitte Cork & Capsule 2 
R. Willmers Lake County Growers 27 
Jim Boswell Longview Fibre 

Patti Buttitta Maverick Enterp 

C. Silvani Napa Fermentation 53 
Libby Muzio Naylor Wine Ce 

Bob Hillis PBS WineGroup 


Ken Seymour 
Joseph Ciatti 


Pechiney Cork & Seal 9 
Pickering Wry. Supply 66 


800/356-9641 
707/823-2883 
30 415/751-6306 
707/258-CORK 
800/452-4727 
61 800/821-8982 
707/463-5591 
707/255-6372 
ars 71 800/292-3370 

25. 707/944-1900 
707/257-6481 
415/474-1588 


nc. 18 


rises 39 


John Farrell Ramondin 33 707/944-2277 
Bob Ellsworth RLS Equipment 48 609/965-0074 
Tony Dann Rock-Tenn Co. 30 800/558-6984 
Jack Squires Ruszel Woodworks 57 707/745-6979 
Justin Davis Scott Laboratories 54,66 707/765-6666 
Bruno Criveller Sonoma Grapevines 58 707/542-5510 


Carey Dubbert 


StaVin 


20 415/331-7849 


209/277-9358 
707/ 823-6954 
415/751-6806 
707/258-0558 
707/995-3421 
510/569-8958 
707/463-0188 
707/255-6462 
717/755-2466 


Jerry Welker 

|, Linderman 
Mel Knox 
Barry Rucker 
S. Gunier 

D. McAuliffe 
Charles Sawyer 
Pat Watkins 
Dick Naylor 


707/257-8028 
415/474-1617 
707/257-1408 
609/965-2509 
404/417-2357 
707/745-2793 
707/765-6674 
707/542-4801 
415/331-0516 


B. De Saizieu 
John Pickering 
Jose Saenz 

B. Stollenwerk 
G.M. Shaw 

J. Allenby 

Bob Moeckly 
Rich Kunde 
Alan Sullivan 


John Duarte Sunridge Nursery 53 805/858-2237 805/366-4251 Denise Orrick 
Barbara Akens SupremeCorq 10 800/794-4160 206/251-5735 Steve Burnell 
Peter Heylin T-Systems International 7 800/765-1860 619/578-2344 Michele Borsari 
M.A. Graff Tapp Technology 32 800/533-2616 800/533-2624 Jay Tapp 
Matt Eiser Tonnellerie Francaise 5 707/942-9301 707/942-5037 Duane Wall 
Gordon Burns Tonnellerie Radoux 38 415/457-3955 415/457-0304 Jim Boswell 
Bret Buelo VKN Nachenheim 31 see ad for authorized agents 

Vinquiry 48 707/433-8869 707/433-2927 M.A. Graff 
G. Lindstrom Vintage Nurseries 47 800/499-9019 209/897-2759 Jeff Sanders 
James Hurson Westec 30 707/837-7880 707/837-7888 E. Sugarman 
Bob Rogers Wine Apprec.Guild 66 800/242-9462 415/864-0377 _ Elliott Mackey 
Al Burns Wine Cap Company 52 415/923-1993 415/928-0690 Dwight Pate 
Buzz Boyanich World Cooperage Co.14,27,67 417/588-4151 417/588-3344 EdLarmie 
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MARKETPLACE 


Engineering 


Winery Water & Wastewater Planning, 
Design & Construction Management Services 
Engineering specialties include wastewater recycling and system expansions. 


Over 30 years experience in the design of water, wastewater, wastewater solids 
and utilities systems. Domestic and overseas experience with wineries producing 
table wines and sparkling wines with production capacities from 5,000 to 
2,000,000 cases. 


Excellent in-house database on process water use of all sizes of wineries. Obtain 
your utility design services from someone who knows the wine industry. 


Storm Engineering 


15 Main Street — PO Box 681, Winters, CA 95694 
916/795-3506 


RRCTALLGOUINSE | 


Licensed Businesses 
Packaged Goods Distribution 
Trademark Protection 
Trade Regulation and Antitrust 
Regulatory Agency Matters 


® 


Serving Wineries Large and Small Since 1971 
CORBIN HOUCHINS 
Professional Service Corporation 


999 3rd Ave., Suite #2675 Telephone (206) 343-9597 
Seattle, WA 98104 In Northern CA (707) 224-1536 


eit 


G © MARKETING 
NEWSLETTER 


THE A Powerful Newsletter That Is 
Guaranteed to Increase Profits 


with Low-Cost Marketing 


© A combination of strategies, tactics, news and insights designed to 
give you that important competitive edge. 

¢ So potent and proven in action that this bi-monthly newsletter is 
fully guaranteed. First year subscription — $49. 

© Just one idea in one issue can produce enough profits to cover a 


10-year subscription. To subscribe or for a free detailed brochure, call or write: 


The Guerrilla Marketing GUERRILLA MARKETING INTERNATIONAL 
Newsletter — It’s tough to 260 Cascade Drive, PO. Box 1336 
succeed in marketing without it! Mill Valley, California 94942 USA 


Toll-free 1-800-748-6444 


WINE PACKAGING 


Prices & Quantities You Can Afford 


Inventory for Immediate Delivery 

¢ 1,2,3, and 4-bottle gift boxes 

e 2,3,4, and 6-bottle carriers 

¢ 1,2,3,4,6, and 12-bottle UPS shippers plus 
many specialty items 


Special Imprinting & Custom 
Designs on Request 


Now serving the entire US with the addition 
of a West Coast warehouse in Salem, OR. 


For Price List and 
Samples Contact: 


NAYLOR WINE CELLARS, INC. 


R.D. 3, Box 424, Ebaugh Road, Stewartstown, PA 17363-9180 
or call: (717) 993-2431 or 1-(800) 292-3370, Fax: (717) 993-9460 


DON’T MAKE WINE WITHOUT IT! 


Replacing your wooden 
bungs this year? Fabricated 
from high grade silicone, 
the Boswell bung easily 
outperforms its fir and 


stop to wicking and requires no 
pretreatment. Easy to place 
and remove, the Boswell bung 
provides extra protection for 
your valuable barrels. The 
Boswell bung. Cost efficient. 
Pure and simple. 


redwood ancestors. 
The Boswell bung puts a 


ESRWEM, 


For information contact The Boswell Company 
1000 Fourth St., Suite 360, San Rafael, CA 94901 
(415) 457-3955 * Fax (415) 457-0304 


Winery Production 
Management System 


practical software for the winemaker 


Data Consulting Associates 
18000 Coleman Valley Road 
Occidental, California 95465 


CLASSIFIED ADS 


CELLAR MISTRESS or MASTER WANTED: Most im- 
portant requirement is a passionate love of wine. Prefer 
someone with enough wine experience to treat as a col- 
league. Pay dependent on experience, but starting salary not 
over $24K. Must feel comfortable making three-year commit- 
ment. Fax (503/835-6451) or send resume to Amity Vine- 
yards, 18150 Amity Vineyards Rd., Amity, OR 97101-CM-3. 


(707) 874-3067 


PHOTOGRAPHY: Your story in pictures by the wine spe- 
cialist. Vineyard to glass. Brochure from Fred Lyon, 237 
Clara St., San Francisco, CA 94107, tel: 415/974-5645. 


FOR SALE: Mearelli P-12 1200-liter (one ton) super auto- 
matic horizontal press. Never used, in storage nine years. 
$4,850. Call J. Hobbs 209/783-7590. 


POSITION AVAILABLE: Assistant winemaker for 30K 
case/year winery. Spanish speaking a plus. Send resume to: 
Mike Tingley, 39861 Osprey Rd., Murrieta, CA 92562. 


FOR SALE: Rustic winery estate, located in West Dry Creek 
Valley near Healdsburg, CA. Includes 8,000-case fully bonded 
winery, tasting room, homes, barn and 6 acres of hillside vines 
on 20 acres. For information contact: Robert Stephenson, Agt. 
PP&M. tel: 707/524-1970, ext. #144. 


PHOTOGRAPHER: On-location or studio for advertising, 
brochures, or editorial display. Extensive stock photos. Scott 
Clemens, Sand Dollar Photographic Studio, 740 Stetson St., 
Moss Beach, CA 94038, 415/728-5389. 


he exclusive NOVA deep cleaning system creates a cork with 
_B&f lower polyphenols which reduces the incidence of off-flavors. 
_ Dust Free. Chlorine Free. Nova Corks. 


BLIND TASTE TESTS JUDGE NOVA CORKS “PERFECT” 


An independent winery tested chlorine-free NOVA corks 
against the competition and said, “NOVA corks are consistently... 
visually and sensorially the best.” Wine bottled with NOVA “was 
chosen to have the most consistent varietal aroma and flavor 
characteristics (affected the least by the cork).” 

Another leading winery performed extensive sensory 

evaluations and NOVA corks were judged “perfect”! 
_ Nova corks produced by Portocork Internacional are 
available exclusively from fp Portocork. 


NOVA: SCIENTIFICALLY PROVEN TO BE THE BEST 


fp Portocork, Inc: 
porto° 601 Airpark Rd. 
co Napa, CA 94558 
Portocork Internacional, S.A. 


Santa Maria De Lamas 707.258.3930 
Portugal FAX 707.258.3935 


